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Rough Proofs Vray, Dr. West's 


Thurman Arnold can’t understand 
why anyone should think that he’s 
against advertising. Those brick- 
bats he’s been throwing were all 
aimed at the other fellow. 


-,. 


How to extract a healthy adver- 
tising appropriation from an econ- 
omy-minded board of directors was 
one of the problems discussed at 
the NIAA convention. Yes, it will 
be on next year’s program too. 


vgs? 


That financial advertising cam- 
paign addressed to women was 
said to be entering a virgin field, 
but chances are this is true only in 
part. 

Ae ee 


The National Soap Sculpture 
Committee will award $2,200 in 
prizes for soap figures, but most 
people think those of P&G in the 
financial section are still the most 
interesting. 

v , 


Movie stars and their wives will 
be pictured in Beech-Nut coffee 
breakfast scenes, no doubt with 
wirephoto corrections on any last 
minute changes in the domestic line- 
ups. 

ea ey 


A campaign to sell dentistry to 
the public is urged by Dental Ob- 
server, which might go a step fur- 
ther and recommend switching the 
noise from the drills to the adver- 
tising. 

, FT 


Clothing stores are advertising 
that any customers who are con- 
scripted may return their suits and 
get their money back. If you're 
caught in the draft, Uncle Sam 
promises to keep you warm. 


, v F 


E. H. Powell says plans are be- | school 


New Dentifrice, 
to Bow Oct. 12 


Magazines and Roto to 
Present Product in New 
Form 


By MURRAY E. CRAIN 

Chicago, Sept. 26.—Utilizing the 
bold technique of commanding 
space and lavish color which has 
long characterized its advertising, 
Weco Products Company will launch 
a new dentifrice, Vray, on the mar- 
keting seas with a color spread in 
The Saturday Evening Post of Oct. 
12. The narrative will be taken up 
immediately thereafter by Life, 
Metropolitan Sunday Newspapers 
and the Southern Gravure Group 
of Newspaper Groups Inc., both 
color and monotone being sched- 
uled. 

Dr. West’s new product makes its 
debut only three weeks after an 
equally spectacular spread in the 
Post heralded a running mate for 
the Miracle-Tuft tooth brush in the 
new “25” Nylon, made with the Du 
Pont bristle of that name. The dou- 
ble truck, giving equal prominence 
to the improved 50-cent and the 


| 


| 


| 


new 25-cent product, is believed to | 


have solved the most difficult prob- 


lem which confronts the advertiser | 


—that of presenting an understand- 
able definition of the qualities which 


account for the price differential,; when American Home released its 


| ling innovations in magazine make- 


NEW MAKE-UP FOR "AMERICAN HOME" 


INVESTMENT: 


CUMBERLAND ‘> 
4 s 


~~ be 


Glorify Your Home with 


a Lester. 


— \ A, 


Spread from the October American Home which gives some idea of the shock 
conventional make-up men will get from the new policy. 


‘American’ and 
‘American Home’ 
Change Make-up 


"Zigzag Spread" and 
"Book - Mark Covers" 
Make Appearance 


Agencies, Media 
Study Problems 
Posed by Draft 


New York, Sept. 26.—Although 
indications are that about half of 
the male employes of advertising 
agencies here will register under 
the conscription act next month, 
few organizations anticipate any 
serious interference with their nor- 
mal activities. 

With the Four A’s as a clearing 
house of information, member 
agencies this week started detailed 
personnel inventories to determine 
what changed conditions, if any, 
must be faced as a result of the 


New York, Sept. 25.—Two start- 


up were disclosed here this week 


while portraying each article as the | October issue, marked by several 

(Continued on Page 29) ‘departures from conventional han- 
|dling of both editorial and adver- 
| tising pages, and American Maga- 
|zine announced that hereafter it 
| will accept a wide variety of odd- 


Teachers Analyze 


draft. Informal meetings of agency 
executives are being held at fre- 
quent intervals in an effort to for- 
mulate policies regarding compen- 
sation, re-employment and_ the 


Class Material 
of Advertisers 


New York, Sept. 26.—Secondary 
teachers regard too much 


ing made to keep the Encyclopedia | advertising, insufficient or inaccu- 


Britannica up to date. 
can’t get the full cooperation of a 
fellow named Hitler. 


- oo 


Too bad he | rate information and poor physical 


presentation as the chief reasons for 
rejecting commercially sponsored 
educational material, according to a 
report released today by the Com- 


The 1920 storekeeper who worried |™ittee on Consumer Relations in 


over the Sears, Roebuck mail-order 
catalog now has a son in the busi- 
ness who only has to worry over 
$11,000,000 worth of newspaper ad- 
vertising. 

vv, 


The Hanes knitgoods people have 
thought of a slogan which should 
have been used first by the makers 
of today’s lingerie—“You’re un- 
aware of underwear.” 


7, FF © 


Chicago advertising men _ are 
planing a Gridiron dinner for ABC 
week, and will be satisfied with re- 
sults only if all the big shots are 
put on the pan. 


_ a J, 


V nding machines for movies will 
Mak» 
ous taverns, which seems to put it 
Up ‘o the theaters to add nickel- 
n-t .e-slot beer dispensers. 


ee, fae: 


Cooks as if those amateur poli- 
Uciens who put over Willkie’s nomi- 
bation at Philadelphia may have to 
get 
sionals, after all. 


. ~~ 2%. tae Copy Cus. 


'* ‘ 


| 


| 


Advertising. 

The committee, headed by Dr. 
Kenneth Dameron of Ohio State 
University and sponsored by the 


Four A’s, based its preliminary find- | 


ings on a survey conducted among 
17 experienced school teachers rep- 
resenting different sections of the 
country. The investigation was built 
around an exhaustive appraisal of 
27 pieces of educational material 
issued by ANA members for use in 
secondary schools. 

The study indicated that teachers 
apply the same criteria in judging 
materials for their own use and for 
student reference. It was conse- 
quently recommended that the sur- 


|est way of attracting the teacher's 


their appearance in numer- | 


attention for an educational piece is 
to prepare material that 
oughly suitable for classroom use. 
Literature bearing the 


an “educational” or “home eco- 
nomic” department was found to be 
more acceptable than material 


emanating from an advertising de- 


| partment. 


1 little help from the profes- | 
| were 


The teachers who participated in 
the project listed reasons for ap- 
proving material as well as for re- 
jecting it. Among the favorable 
factors mentioned most frequently 
informative content, 
illustrations and well organized lit- 
erary style. 


| 
| 


| 


| 


is thor- | 


‘ * } 
imprint of 


good | 


filling of necessary gaps. 
Shift Employes 


In a few cases agencies have 
made tentative decisions, indicating 
that insofar as the resources of in- 
dividual concerns permit, every 
effort will be made to continue 
draftees’ salaries. Adoption of gen- 
eral policies, however, will await 
data now being gathered through 
the War Department on the con- 
scription outlook. 

Several agencies reported that a 
quick check of their own personnel 
| has shown that certain departments 
contain more potential draftees 
than others and steps are being 
taken to. redistribute personnel 

(Continued on Page 30) 


size advertising layouts. 

Keynote of the American Home 
makeup is the elimination of all 
editorial “jumps” and the conse- 
quent distribution of display adver- 
tising in all unit sizes throughout 
the magazine. Instead of the usual 
solid run of editorial pages at the 
beginning of the magazine, the 
American Home issue starts with 
only three editorial spreads, or six 
solid pages, following which full- 
page and fractional-page advertise- 
ments are spotted throughout the 
book. In all, the issue of 132 pages 
contains only 16 pages that do not 
face or contain advertising units. 

In an explanatory note to readers 

(Continued on Page 20) 


Last Minute News Flashes 
Lambert Claims First Use of Dandruff Headline 


St. Louis, Sept. 27.—Replying to the suit of F. W. Fitch Company 
charging plagiarism of Fitch advertising dealing with dandruff removal, 
Lambert Pharmacal Company declared in federal court here today that 
it used the disputed headline, “Goodbye Dandruff,” years before Fitch 
did. Lambert also attacked the theory that any one has exclusive rights 
in “goodbye,” which it called the second most common word in the 
English language. 


Chicago Agencies Warn Stations on AFRA Contracts 

Chicago, Sept. 27.—A mass meeting of Chicago advertising agencies 
handling local shows resolved late this afternoon to notify owned and 
managed NBC and CBS stations in Chicago and WGN that the agencies 
would refuse to abide by the terms of any agreement the stations might 
make with American Federation of Radio Artists which calls for a 
mandatory special performance fee for staff announcers on local com- 
mercial programs. Such an arrangement, the agencies said, would 
seriously curtail local commercial broadcasting. 


Knight to Leave Thompson for Esty 

New York, Sept. 27.—Marvin S. Knight has resigned as a vice- 
president and director of J. Walter Thompson Company to join William 
Esty & Co. on Oct. 1. Before joining Thompson seven years ago, Mr. 
Knight spent ten years with Erwin, Wasey & Co. as vice-president. 


N. Y. Would Tax 
Store Displays 
Million a Year 


New Interpretation of 
Old Law Harasses Ad- 


vertisers 


New York, Sept. 26.—With a new 
interpretation of a two-year old 
municipal tax law threatening to 
cripple the distribution of display 
material for use in retail outlets, 
national advertisers and other busi- 
ness interests here moved this week 
for a showdown on the $1,000,000 a 
year tax bonanza envisioned by 
city officials. 
| First hint of the problem came 
{to a number of leading advertisers 
'a few days ago in the form of a 
|reminder that taxes dating back to 
1938 were due under the city oc- 
cupancy tax law, growing out of 
the use of retailers’ premises for 
| displays of all kinds. The law calls 
|for payment of a graduated tax 
‘ranging from $1 to $6 a year, de- 
/pending on the rental paid for 
premises occupied in excess of one 
/month a year. 


| Call It “Occupancy” 


In the tax department’s opinion, 
| the placing of display material— 
|whether it be window displays, 
}counter displays, floor displays, de- 
calcomanias, banners, streamers 
| (even calendars), or signs—consti- 
| tutes “occupancy” of the premises. 
|The tax authorities hold that the 
|placing of any display unit in- 
\volves a “rental,” since some con- 
sideration is paid in the form of 
|cash, merchandise or a special deal. 
The city insists that displays are 
not distributed by manufacturers 
except for a “gainful purpose” and 
hence some consideration must be 
involved. 
| No authoritative opinion has been 
|secured as to alleged liability when 
more than one advertiser’s display 
material is used in a window. Re- 
cent figures indicate that New York 
(City has more than 4,000 drug 
|stores, 15,000 cigar and cigaret out- 
‘lets and at least 20,000 food stores. 
Tax officials have stated unofficially 
that they believe at least $1,000,000 
‘a year can be collected through the 
\display levy. It was also learned 
that one nationally known adver- 
| tiser was presented with a tax bill 
| totaling more than $100,000 for the 
| period which has elapsed since the 
law went into effect. 


Organize for Test 

| Led by the Association of Na- 
tional Advertisers, organizations en- 
compassing numerous lines of busi- 
ness have marshalled their forces 
with the intention, first, of contact- 
ing Mayor LaGuardia directly to 
present the business viewpoint, and 
|second, to arrange for a court test, 
if necessary. 

| The original tax reminders re- 
|}ceived by advertisers carried Sept. 


DIRECTORY OF FEATURES 
Ad-libbing 12 


Basic Business Index 28 
| Business Digest , 20 
| Editorials 12 
| Getting Personal 24 
| Information for Advertisers 12 
| Obituaries 29 

Photographic Review 31 

Rough Proofs ° ' 
| Voice of the Advertiser 18 
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27 as the deadline, but city officials 
have indicated this date will not be 
adhered to religiously. The tax 
notifications also hinted that if the 
amount suggested by the city is dis- 
puted consideration would be given 
to offers of compromise. 

According to the law failure to 
pay the occupancy tax calls for a 
penalty of five times the tax claimed 
plus five per cent interest. 


Announces Course in 
Church Publicity 


A course in church publicity and 
advertising will be conducted 
weekly at the Hadley Vocational 
School, St. Louis, beginning Oct. 3. 


It is being sponsored by members | 


of Christian Endeavor. 

Among the instructors will be: 
Wilbur W. Winney, Comfort Print- 
ing and Stationery Company; Joseph 
Dettling, Gardner Advertising Com- 
pany; John Gulley Cole, radio script 
writer, and Clifford Bolgard, Gard- 
ner space buyer. 


McAleer Reorganized 


The McAleer Company, Detroit, 
maker of automobile polish, has 
undergone a reorganization with an 
increase in capital to provide for 
an expanded program of production, 


sales and advertising. Keeling & 
Co., Indianapolis, will handle the 
advertising. 


Roto Linage for 


August Declines 
from Last Year 


New York, Sept. 26.—Rotogravure 
advertising linage for August was 
off 75,681 lines or 12.5 per cent, 
from that of August, 1939, dropping 
from a total of 607,520 lines last 
year to 531,839 this year. Of the 
current linage 435,587 was in mono- 
tone and 96,252 in color. 

National roto advertising linage 
dropped 48,849 lines or 14.3 per cent, 
decreasing from the 341,976 lines for 
August, 1939, to 293,127 lines for 
August of this year. 
| Local roto advertising dropped 
26,712 lines or 10.1 per cent. The 
total in August last year was 265,- 
544, compared with 238,712 for the 


| 1940 month. 


Push Johnston Cookies 

| Stuart A. Johnston, biscuit sales 
| manager of the Robert A. Johnston 
Company, Milwaukee, has_ an- 
nounced that the firm will schedule 
‘larger than usual advertising for 
| Johnston cookies and crackers in 60 
|important newspapers in the Middle 
| West for its fall campaign. Klau- 
|Van Pietersom-Dunlap Associates, 
Inc., Milwaukee, is the agency. 


‘Utility Back in Retail 


| 


Field After Year's Test 


The Menominee & Marinette Light 
& Traction Company, operating in 
Menominee, Mich., and Marinette, 
Wis., after a year of experimenta- 
tion with dealers as the sole outlet 
for gas and electrical appliances, 
has returned to the merchandising 
of gas ranges, gas water heaters, 


small electrical appliances, IES 
lamps and lighting modernization | 
equipment. 
The company said that dealers | 
failed to produce the _ business 
anticipated. 


Willkie Records to Be 
Heard Throughout U. S. 


One-minute recorded spot inter- 
views with Wendell Willkie have 
been prepared by Sherman & Mar- 
quette, Chicago agency. They are 
being placed locally and are also 
being made available throughout 
the country. 

In the interviews Mr. Willkie 
answers questions regarding issues 
in the current campaign. 


Westinghouse Ups Myhre 

L. O. Myhre, manager of engi- 
neering and manufacturing for the 
Westinghouse X-Ray Company, has 
been named manager of manufac- 
turing at the _ radio 
Westinghouse Electric & Mfg. Com- 
pany, Baltimore, Md. 
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NASHVILLE 
the Key City in the Central South 


|must adopt new policies which may 


newspapers. 


MORNING 


For detailed 


With defense industries and dairy- 
ing, with T. V. A. and tobacco... 
with a production of warplanes and 
wheat, shoes and surgical instru- 
ments, diversity is truly the key- 
stone of agriculture and industry in 


the Nashville area. 


Here is a market able and willing 
to buy worthwhile merchandise . . . 
a market where 96% of the families 


in the Metropolitan area read these 


Circulations built on editorial con- 
tent give the advertiser a resvonsive 
medium through which to sell this 


better than average market. 


* 


Nashville Banner. 


EVENING 


NASHVILLE TENNESSEAN 


SUNDAY 


information write NEWSPAPER 
PRINTING CORDP., agent, Nashville, or the nearest 
office of our representative, THE BRANHAM Co. 


| waters, 
|frayed nerves of W. H. Albers, of 


Super Markets 
Urged to Develop 
Private Brands 


Claim Discrimination 
by Producers in Favor 


of Chains 


Kansas City, Mo., Sept. 25.— 
Advice to members of the Super 
Market Institute to develop their 
own private brands unless manufac- 
turers of nationally advertised foods 
accord them more consideration 
featured the annual meeting of that 
organization here this week. Though 
Paul S. Willis, president, Associated 
Grocery Manufacturers of America, 
tried to pour oil on the troubled 
he failed to soothe the 


Cincinnati, Institute president, and 
author of the counsel to take drastic 


| Steps. 


division of | 


Whether the Institute membership 
is as alarmed as Mr. Albers’ address 
indicated seems doubtful. L. Ramis, 
of Hillman’s, Chicago, asserted that 
the super market operator who ties 
up with magazine, newspaper and 


|radio advertising has no difficulty 


in doing a large volume of business 
and netting satisfactory profits. 
Price appeal alone is impotent in 


influencing demand, he said. Charles | 


C. Crouch, general manager of 
Lucky Markets, Inc., Oakland, Cal., 
|also advocated adherence to the 
national brands standard. 


Grievances Are Aired 


The Institute president painted a 
dismal picture of conditions in the 
super market field, which, he indi- 
cated, stands at the cross roads and 


spell new progress or eventual 
defeat. He charged that “national 
advertisers in the food field are 
holding a giant umbrella, under 


|ecover of which large chain compa- 


| nies 


are developing into serious 
menaces both to the manufacturers 
and distributors.” 

Mr. Albers alleged that chain 
prices have no relation whatever to 
the cost of operation, and quoted 
ranges of from 17 to 24 cents for 
Oxydol; 91% to 15 cents for Del Maiz 
Niblets: 12% to 19 cents for Green 
Giant peas. The entire retail food 
market has been demoralized by 
pricing of more than 200 nationally 
advertised brands at 1, 2 and 3 per 
cent above carload costs, he said. 


|The problem is more that of manu- 


facturers than of retailers, he said. | 


“They must adopt a_ definite 
policy of supporting distributors for 
cooperative merchandising service 
on a controlled basis,” he said, “ex- 
cluding companies which manufac- 
ture competing brands and handle 
the nationally advertised product 
with reluctance.” 

Manufacturers generally have 
failed to accord adequate recogni- 
tion to services of super markets in 
featuring their products, Mr. Albers 
charged, hence it appears that mem- 
bers of the Institute must either 


begin manufacturing on their own | 


account or develop sources for pri- 
vate label brands. He added that 
manufacturers have discriminated 
against super markets in advertis- 
ing allowances and have fostered 


competition by advertising in pub- | 


lications owned by chains. 
No More “Allowance” 
Mr. Willis countered 
proposal to strike 
allowances” from the trade’s vocab- 


with the 


| ulary. 


“The manufacturer no longer 
gives such an allowance,” he said. 
“The grocer has an advertising serv- 
ice which he offers to the manufac- 
turer at a price. At no time should 
such a payment be reflected in the 
selling price of the merchandise. 
When an agreement made, it 
should be regarded as a bona fide 


is 


contract and no payment should be | 


made unless and until the dealer 
has performed the service. 
“Since enactment of the Robin- 


— 


GETS COMPANION 


Brilliant color and naturalistic photog 
raphy feature this nearly life-size Fis\ 
tire display, in which the famous bo, 
gets a grown-up companion. Kette, 
linus, Philadelphia, produced the display 


son-Patman Act, a number of 
manufacturers have retained tie 
policy of paying for such an adve,r- 
tising service. On the other hand, 
a large number of important manvu- 


“advertising | 


facturers have never resumed this 
|practice and some who did have 
| withdrawn. Today all food dealers 
are on the same basis as regards 
costs.” 

Mr. Willis said that popularity 
of private brands is waning, largely 
because nationally advertised 
brands are selling at lower prices 
as the result of new efficiency in 
manufacturing and distribution. 

“When the spread between pri- 
vate and national brands is too 
great, interest in the former in- 
creases,” he said. “When an adjust- 
ment is made, the national brand 
|resumes its leadership.” 

Mr. Willis suggested that a study 
of net profit on private brands 
would show that despite apparently 
wide margins, slow movement wipes 
out net profits. 


C. E. Hooper Announces 
Two Radio Services 

Two new radio services have been 
announced by C. E. Hooper, Inc 
| One, called station audience reports, 
| will report the number of sets-in- 
‘use in a city and the audience size 
|of each of the city’s stations by 
_ 15-minute daytime and 30-minute 
evening time periods. 

The second service, described as 
}a “comparative station popularity 
| index,” determines the differences 
in listening to all radio stations in 
| cities, towns, counties and farms 


— 


Wilson Dairy on Radio 

| Ira Wilson & Sons Dairy Com- 
pany, Detroit, has signed for the 
|radio program, “Show of the Week.” 
|scheduled for a_ half-hour every 
Sunday evening. Newspapers, point- 
of-sale and direct advertising will 


supplement the radio show. C. E 
Rickerd, Inc., Detroit, has the 
account. 


Availabilities Now 


% Ten millivolts throughout 
the Albany-Troy-Schenec- 
tady Metropolitan Area 
—Twenty-third Market of 
the U. S. 


Center of the dial posi- 


tion and fine progre™s 


(news and music). 


Best availabilities at \ow- 
est rates in New Yorks 


Capital Triangle. 
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® There are a lot of shoes in the world, Mr. Jones, as 
you seem to be discovering. Especially under ladies” 
chairs in the movies. 

® Many of them are worn by the women of the EXTRA 
million families who now buy the Ladies’ Home Journal. 
® Although they buy over 2.330.000 pairs of women’s 


shoes a year, to say nothing of 45,000,000 cans of soup eects 


and 54.000,000 cakes of soap, this million EXTRA families 


is being reached without extra cost to Journal advertisers. ——e 
® Because in six years Journal circulation has increased 
from 214 to 314 million with no increase in advertising 
rates. 
® Sales of copies of the Journal at newsstands have in- The world’ 

. dare . 7 rane mr ld’s largest . 
creased 155% during this period. Number of subscribers, ~~ Magazine-buyuy; 

N - . 


up 32% also. women b 
uying the J 
ournal 


beca ; 
ise they lik ° 
wv 2 iu. Becaus 
se they like 


© No wonder advertising revenue for the first 10 months 


of 1940 is up more than half a million dollars! 
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ADVERTISING AGE 


September 30, 1949 


BBDO Release on 
Coca-Cola Trial 


Stirs Attorneys 


Wilmington, Del., Sept. 24—A 
news release concerning use of the 
word “cola,” which appeared in 
newspapers on the day the case of 
the Coca-Cola Company vs. Nehi 
Corporation began here, resulted | 
today in a request of the court for | 
permission to question Rep. Bruce | 
Barton, head of Batten, Barton, | 
Durstine & Osborn, Nehi agency, | 
regarding origin of the story. The} 
hearing, now in its second week | 
with the plaintiff presenting his 
case to determine the trademark 
status of “cola,” is expected to re- 
cess Friday until Oct. 14 when the 
defendant corporation will take up 
the case before Chancellor W. W. 
Harrington. 

Judge Hugh M. Morris, Coca- 
Cola counsel, charged that the 
news release was “neither fair nor 
proper.” He told the court he 
wished to ask Mr. Barton or some | 
other member or employe of the 
firm where the “cola” story orig- 


inated. Judge Morris termed cer- 
tain news statements about the 
cola nut as “propaganda” intended 
to “corrupt views and impress the 
public” with the Nehi side of the 
case. The court ordered that a 
deposition be taken when the de- 
fendants agreed to that action. 


Test Student Reactions 


The case in some respects re-| 
sembled a university in miniature | 
with a number of outstanding edu- | 
cators testifying for the plaintiff. | 
Dr. Kermit W. Oberlin of the de-| 
partment of psychology of the| 
University of Delaware testified as | 
to the type of examinations given | 
students in which it was found that 
89 per cent of them, in various col- 
leges, associated the word “cola” 
with Coca-Cola or classified it as 
synonymous with Coca-Cola. 

The analysis of the students’ re- 
actions was made by Dr. Neil War- 
ren, head of the department of 
psychology of the University of 
Southern California, and Dr. Floyd 
Ruch, former professor of psychol- 
ogy and now on leave from the 
University of Southern California. 

Some 2,400 students took the 
tests at the University of Pitts- 
burgh, University of Southern Cali- 
fornia, Northwestern, Louisiana 
State, University of Nebraska, Uni- 
versity of Chicago, University of 


Maryland, Emory University, Agnes 
Scott College, Texas Tech and 
others. The tests involved display- 
ing 26 cards on which were single 
words such as “Chevie,” “ocean,” 


| 


“street,” etc., the students being 
asked what they connected with 
each word. 


Thomas E. Flinn, former inves- 
tigator for the Chicago law firm of 
Rogers, Woodson and Rogers and 
also a former football coach at the 
University of Chicago, now con- 
nected with the Coca-Cola Com- 
pany, testified that he had observed 
instances in Missouri and Kansas 
taverns and retail outlets where ef- 
forts had been made to “pass off” 
Royal Crown Cola, a product of 
Nehi, as Coca-Cola. 

Chancellor Harrington today ap- 
pointed Albert L. Massey as exam- 
iner in the case. 


Carley Joins WBT 


William F. Carley, formerly with 
the San Francisco office of J. Walter 
Thompson Company, has_ been 
appointed promotion and publicity 
director of WBT, Charlotte, N. C. 


WLW Promotes Weiner 


WLW, Cincinnati, has promoted 
Milton Weiner, who has been in 
its music department for 15 years, 
to general manager of music and 
associated activities. 


INCREASED MOTOR 
VEN/ICLE REGISTRATIONS 
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INCREASED TOURIST TRAOE 


THE SOUTHS 4. 
S/DE 


OEMANO FOR MOTORIZED 


FARM EQUIPMENT 


UPAEEP OF THOUSANDS 
OF NORTHERN VEM/CLES 


The faces of Southern businessmen, big and little, already have that 
slightly dazed look that comes from the heady anticipation of a fall and 
winter business ‘high’ that seems almost unbelievable 

There's no reason why they should be disappointed. Millions of dollars 


from industrial expansions and modernizations, national defense program 


expenditures, increased crop prices, and a record tourist trade, will pour 


into the nineteen Southern and Southwestern states during the next several! 


months 


The other side of the picture—your side 


is 


s equally cheering. For Mr 


Southern Buyer, with extra money in his pockets, is already eyeing the 1941 


cars with envy, is 


tractor this fall 


noting with satisfaction that he'll be able to buy that 


or to make those long-needed repairs on the old jalopy 


And man, don't think winter means anything to the Southern motorist! 


Along with his thousands of 


wintering 


friends down from the North, he'll 


be burning gas, using parts, making repairs, while other sections of the 


country are gingerly picking their 


handiest bus 


ways thro. 


or trolley 


SOUTHERN AUTOMOTIVE JOURNAL can help 


igh snow and slush to the 


you sell this active 


fall and winter market, economically and thoroughly. Its 19,091 net 
paid A.B.C. subscribers include practically every jobber and dis 
tributor or record, and a large majority of the important car dealers 
independent garages, fleet owners, and super service stations from 
Chesapeake Bay to the Rio Grande! 


Get started on your big winter 
South is ready! 


GRANT BUILDING 


ATLANTA 


fe COTTON « ELECTRICAL SOUTH ¢ SOUTHERN HARDWARE ¢ SOUTHERN POWER and INDUSTRY 


GEORGIA 


market now. Don't forget—the 


Wig 


| 


jand Stripes Forever,” 


| 


Leveled at Nets 
in Music Fight 


New York, Sept. 25.—In a three- | 
page press release delivered to 
newspapers last night, the American 
Society of Composers, Authors and 
Publishers charged that “The Stars 
“God Bless 
America,” and “The Lord’s Prayer” 
had been barred from the air, and 
that among the “victims of music 
boycott” were Irving Berlin, George 
M. Cohan, Deems Taylor, the San 
Francisco Symphony Orchestra and 
50-odd others. 

The release based on a music fes- 
tival held yesterday at the Golden 
Gate Exposition in San Francisco, 
also reported that “a committee of 
World’s Fair officials and composers 
is understood to be planning a spe- 
cial trip to Washington to file a 
formal complaint with the Federal 
Communications Commission.” 

Officials of all three networks 
here expressed mystification at the 
blast, asserting that the program 
had not even been offered to them, 
although admitting that their San 
Francisco affiliates might have been 
approached. 


IMPRACTICAL TO AIR 
FESTIVAL, SAYS S. F. 

San Francisco, Sept. 25.—Queried 
by ADVERTISING AGE about the 


‘Boycott’ Blast | 
| 


ASCAP charge that the music festi- 
val at the fair yesterday was “boy- 


cotted,” an official of one chain said 


that the Deems Taylor salute was 
an ASCAP promotion; that it was 
refused because the three-hour pro- 
gram could not be funneled into half 
an hour of sustaining time; that 
Irving Berlin singing means eye 
appeal rather than voice appeal; and 
that since ASCAP music will not be 
heard over the networks after the 
end of the year, there seemed little 
point in giving the organization a 
free build-up. 

This and another official volun- 
teered the further information that 
although 85 per cent of sponsored 
programs once had ASCAP theme 
songs, these are now being success- 


—— 


WASHINGTON REPORT > 
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This Eastern Air Lines page, which ran 
in the Washington Times-Herald las! 
week, is the second in a series of “re 
ports to Congress and Washington offi 
cialdom" on the state of defense a: 
mirrored by the activities of leading 
companies in different fields. Fran: 
Irving Fletcher is writing the copy anc 
Harvey T. Graham is selling the space 
for the Times-Herald. American Chain 
& Cable Company used the first page 


fully changed to other tunes, and 
that 98 per cent of sponsors see the 
desirability of the network’s stand 
on music and are cooperating fully. 

Mutual representatives declared 
the program had not been offered 
to that network. 


‘Republicans Name 


Thompson for Radio 


Confirming a report published in 
ADVERTISING AGE more than a month 
ago, the Republican National Com- 
mittee has assigned its radio adver- 
tising to J. Walter Thompson Com- 
pany, New York. Both spot and 
network time is being purchased. 


Approve N. H. Station 


The Federal Communications 
Commission has authorized a new 
radio station to be built at Man- 
chester, N. H., by the Radio Voice 
of New Hampshire, Inc. Gov. 
Francis P. Murphy is president of 
the company. 


“WI 


EVERY MONTH BUT WE CANT HAND! Ml 
THE 


WOULD LIKI 


TO USE DUN’S REVIEW 


INQUIRIES RECFIVED.°—An ad: 


wil ‘ ee es 
ae a 
5 a a 
_ | a 
4 J J _ 
os - - - sai ie le oa — oa” ne re a 
«BRIGHT wan. || ee | 
—B swcs SON ey — 
» | YOUR 
- @ | S/DE 
ih | 
es | 
hae 
. | eS 
Re re ee | | 
| | 
i «RS 
| | i 
| : a 
| ee 
€ | 
Le couterw® as ( oa 
J, pv tours % 
- 2 a are 
SOUTHERN AUTOMOTIVE JOURNAL 
F 4. e e e 
& A 
ar A eee 
ee eeee—i(isssssi“R Po 
ae te e ee a a6 ‘aa di Fi “apa r, aii a eet 1s ee, ; 2 ae oe * i . ‘ wie ‘ Arey 3 Tes t. ’ 
, ie. Sey a ee ee ae gg She SE ig ee iS ae. gs er Eee te es Ge OR 


shed in 
month 
| Com- 
adver- 
1 Com- 
ot and 
ised. 


ications 
a new 
t Man- 
0 Voice 

Gov. 
dent of 


Unless immediate action is taken by the entire 
institutional field, disappointments in obtaining shipments of 


equipment and supplies will be inevitable! 


The first responsibility of manufacturers to their customers of 
today —the first responsibility of purchasing departments to 
their respective institutions is to determine their predictable 


requirements and place orders without delay. 


A double purpose will be accomplished. First, institutions 
will be assured of essential supplies and equipment through a 


speeding up of manufacturing processes, which can only be 


justified by an immediate surge of orders...second, manufac- 
turers, at peak activity with minimum pressure from private 
demands, will be in a position to swing their entire facilities 
to accommodate the approaching wave of Defense requirements. 


INSTITUTIONS Magazine is devoting its full editorial facil- 


ities to a continuing study of day-by-day developments which 
affect this picture...to an unstinting presentation of these 
facts, gauged to bring about an understanding of National 
Defense and its effect upon the institutional field. Institu- 


tional manufacturers will find readers of INSTITUTIONS 


Magazine their most responsive audience. 


of this year, 
survey con- 
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IG.+ MAINTAINING + REMODELING _ 


Seg a Og 


1900 Prairie Avenue, Chicago, Il!., U. S. A 


25 Cents Copy, $2.00 a Year 


VOL. 6, NO. 1, JANUARY, 1940 


VITAL INFORMATION FOR THE 

BUSY EXECUTIVE REGARDING 
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ADVERTISING AGE 


September 30, 1949 


LaSalle Latest 
Fatality in 
Automobile Ranks 


Smaller 
Replace 
Line 


Detroit, Sept. 25.—Dropping of 
the LaSalle name from its line-up, 
the featuring of a lower-priced 
Cadillac, and the boosting of news- 
paper appropriations by 15 per cent 
over the fall of 1939 are the high- 
lights of the 1941 announcement 
campaign of the Cadillac Motor Car 
division of General Motors Corpora- 
tion. 

The newspaper 
open Monday. 
board will appear 


campaign will 
The first poster 
Oct. 5, with a 


total of 5,000 postings to be used. | 


First magazine copy in full color, 
two-page spreads will appear in 
New York Auto Show issues. The 
list includes Newsweek, The New 
Yorker, The Saturday Evening Post 
and Time. 


Cadillac to 


Lower-Priced | Esquire and Fortune. 


Magazine advertising actually will 
|involve two campaigns. In publi- 
cations of general appeal the com- 
pany will stress the new low price, 
reduced operating cost and the tra- 
ditional Cadillac quality. At the 
same time class publications will 
carry black and white copy for the 
Fleetwood series, which will con- 
tinue in 1941 as Cadillac’s represen- 
tation in the highest-priced field 
On this list are Atlantic Monthly, 


Price Played Up 


| “Our initial job is to get across 
| the price of the lower-priced Cadil- 
|lac and, therefore, price will be 
given prominence in all types of 
advertising,” explained Charles H. 
Betts, advertising manager. “If we 
can build up interest by this ap- 
proach, our dealers will have no 
trouble in demonstrating the car’s 
outstanding value.” 

Breaking away from the 1939 
practice of scattering small adver- 
tisements through newspaper auto 
show editions, the company will 
lump all auto show space. “This 
does not mean we have abandoned 
our ideas on the value of the fre- 
quently-inserted small ads,” de- 
clared Mr. Betts. “Our retailers 
liked the policy, especially when we 
repeated the innovation during the 


spring selling months. However, 
we believe the particular job we 
have to do this fall can be more 
adequately handled in a concentra- 
|tion of space.” 

Key cities which sales records 
show have produced Cadillac’s big- 
gest market will again get the bulk 
of newspaper appropriations. This 


will be especially true of follow-up | 


copy. 


PACKARD TO SPEND BULK 
ON LOCALIZED PROMOTION 
Detroit, Sept. 25.—Packard Motor 
Car Company opens its national ad- 
vertising campaign on 1941 models 
Oct. 5 with a spread in The Satur- 
day Evening Post, followed by sin- 
gle pages in Collier’s, Life, News- 
week, The New Yorker and Time. 
Thereafter class magazines climb 
aboard. Newspaper advertising is 
already under way 
tributor and dealer points where the 


ond newspaper follow-up will break 
Oct. 4. Spot radio will 
where the market warrants, starting 
|Sept. 29. The first of 10,000 24- 
| sheets will be released about Oct. 10. 

In addition, Packard has prepared 
three different catalogs covering five 
|lines of cars, a variety of mailing 
| pieces, elaborate dealer presentation 
|books, window displays, sign sug- 
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If you are selling to the aviation industry you'll say this 8 news 


TARTING in the November issue AERO DIGEST, largest of 


the aeronautical business magazines, will publish a new editorial 


section called Aviation Engineering. ‘A magazine within a magazine’, 


with its own cover, it will present a brilliant array of technical 


features and departments appealing specifically to engineers, produc- 


tion men and those other technicians in whom is vested the respon- 


sibility for aviation’s technical progress. (| Aviation Engineering will 


be a source of theoretical and 


practical technical information not 


available in comparable form or to the same degree in any other 


American magazine. The publisher and editors believe —and many 


engineers with whom it was discussed concur —that through this 


innovation AERO DIGEST is providing a timely service which the 


aircraft industry will welcome. (| Since your approach to this fast- 


moving field must be through its technical personnel, we'd suggest 
you write “AERO DIGEST” on your desk pad for discussion when 


you go into a huddle on next year's schedule. Or if you would like 


to hear our story in the meantime, drop us a line at 515 Madison 
Avenue, New York, headquarters of AERO DIGEST, THE SPORTS- 
MAN PILOT and REVISTA AEREA. A representative will call 
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AVIATION 
ENGINEERING 


An A. B.¢ 


publication 


INDUSTRIAL ADVERTISERS: Aviation rose from an all-time high of $150,000,000 


two years ago to a backlog volume figured in the billions today. Any wonder 
why business editors and financial writers call it “America’s new industrial giant’? 


in some dis- | 
new cars are available, and the sec- | 


be used | 


| MACMANUS' LAST WORK 


SILAS 


. . J é . . 
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Hirst ynouncewemst 


page appears in the Sept. 28 Saturday 


ment will break in the Oct. 5 issue of that magazine. 


was signed by Mr. MacManus. 


Two pieces of announcement copy written and designed by Theodore MacManus 
as counsel for Willys-Overland motors which are said to be the last pieces of 
advertising produced by the famed copy man before his death. 


United States Advertising Corporation is the 
Willys agency. 


———p 


The left-hand 
Evening Post, while the other advertise. 
The initial piece of copy 


|gestion folders, salesmen’s data 
books and slide films for salesmen’s 
education. 

Glamor will be 
theme of Packard’s 1941 advertising. 
|Prideful emphasis was placed on 
/eye appeal at the recent preview 
for dealers and distributors, when 
it was pointed out that this was one 
of the big talking points for 1941. 
Prominence in the advertising also 
will be given to the electromatic 
clutch, a new feature this year. 

Packard this year has reversed 
the proportions of its local and 
national advertising. Last year it 
was 40 per cent local and 60 per 
cent national; this year it is 60 per 
cent local and 40 per cent national. 

Something new in sales promotion 
was tried out at the preview. 
Twenty of the 1941 models were 
lined up in booths, with photogra- 
phers in attendance at each. Each 
salesman was photographed beside 
a new car and 50 prints were mailed 
in postcard form to his prospects. 


“AMERICAR” IS NEW 
WILLYS STANDARD BEARER 
Toledo, Sept. 24.—The 


of 1941 automobiles via a full page 
in The Saturday Evening Post Oct. 
5 in which only the three words, 
“Announcing Willys Americar” will 
appear. 

This advertisement follows the 
first in the series, which appears in 
the current issue of the Post, which 
was written and signed by the late 
Theodore F. MacManus. Headlined, 
“Seventh in a series of historic first 
announcements,” this first piece of 


copy said: 

“This is the first announce- 
ment of a_ series of interesting 
announcements which will appear 


in the pages of this magazine next 
week and in subsequent issues. The 
second announcement will be de- 
voted exclusively to the disclosure 
of the name of a new motor car, 
a name so striking and significant 
that it is entitled to this emphasis. 
The product itself has been devel- 
oped by a new group of men, headed 
by Joseph W. Frazer, who have 
taken over the management of 
Willys-Overland Motors, Inc. Tne 
form of the announcement is a slight 
tribute from Mr. Frazer to the 
genius of Waiter P. Chrysler. 

“It is similar to the device used 
by Mr. Chrysler in the introduction 
of his first car. Under the direction 
of Mr. Chrysler as executive chief, 
Mr. Frazer worked for a dozen years 
and learned much for which he is 
grateful. Responsibility for all of 
the seven notable announcements 
numerated above and a full knowl- 
edge on the part of the writer of 
the values involved in the new car, 
inspires the hope and expectation 
that the public will welcome the 
latest as among the most notable 
of the entire series. (Signed) Theo- 
dore F. MacManus.” 


Scott Heads Radio Group 


R. J. Scott of Schwimmer & Scott, 
Chicago, has been appointed chair- 
man of the radio committee of the 
Central Council of the American 
| Association of Advertising Agencies 


an Pe 


an outstanding | 


Willys | 
Americar will be added to the list | 


R. W. Moorhead Named 
‘Brown-Forman Ad Chief 


The Brown-Forman Distillery 
|Company, Louisville, has promoted 
|R. W. Moorhead Jr., from sales pro- 
/motion manager to advertising man- 
| ager and assistant secretary. The 
company is launching what it de- 
scribes as the largest advertising 
;campaign in its history following 
|purchase of the Labrot & Graham 
and Old Kentucky bourbon disti|- 
leries at Frankfort, Ky., and Louis- 
ville, respectively. Ruthrauff & 
Ryan, Chicago, is the agency. 

One of the Brown-Forman pro- 
motion pieces is a 24-page booklet 
containing collegiate and_ profes- 
sional football schedules together 
with considerable other sports in- 
formation. 


Appoints E. G. Budde 


Country Distillers, the newly- 
|formed sales promotion division of 
|the T. W. Samuels and Old Jordan 
distilleries, Carew Tower, Cincin- 
nati, O., replacing the Charles F 
Miller Company, has appointed Ed- 
ward G. Budde, formerly with 
Brown-Forman Distillery, Louis- 
ville, as sales and personnel chief 
| Newspapers will be the backbone 
of the fall advertising drive. Stock- 
|ton, West, Burkhardt, Cincinnati, is 
the agency. 


‘Putman to Publish 


“Food Equipment Preview” 


Putman Publishing Company, 
| Chicago, has announced a new pub- 
|lication, Food Equipment Preview 
which will make its bow at the end 
of the year. It will be published 
every other month, alternating with 
the company’s Equipment Preview 
of Chemical Process Industries, 
which was established two years 
ago. 

A circulation of 30,000 copies 's 
planned for the new magazine 


‘Marks Joins Berk 

Edward M. Marks, for the pas! 
seven years production manager 0! 
J. Stirling Getchell, Inc., has re- 
signed to become production 
office manager of Harry A. 
Inc., New York. 


Be rk 


Who is 


“Safe from Your 
Salesman, up on 
Robbins’ Roof?’ 


7th 


(See 


idvertising Age, Oct. 
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ILDING EXPERTS 


INDUSTRIAL PUBLICATIONS [ne 


Publishers also of BUILDING SUPPLY 
NEWS and BSN Dealers’ Catalog—2'. > 


CHICAGO 
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"BUSINESS AS USUAL"'—a London store carries on despite damage caused by Nazi bombers. | Acme) 


THE WAILING of the sirens subsides . . . the steady, 
punchy banging of the anti-aircraft leaves off . . . the 
gut-crunching whump of bombs stops in mid-air. An 
angry grocer surveys the shattered glass of his store- 
front, and, with grim British humor, pastes up the sign: 
“BusINEss As USUAL DURING ALTERCATIONS.” 
He isn’t being funny. He knows, as well as he knows 
his own name, that life must go on... 
business, there would be no Britain. 


that, without 


* * * 


There are men on the Main Streets of America who 
are more jittery than the sleepless grocers of London. 
Shell-shocked by remote control, they stand around 
with their hands in their pockets and their mouths open. 
Panic-stricken by the immensity of horror abroad, 
they stop what they're doing and clog the roads to 
national defense. 

This company believes, with the embattled grocers 
of Britain, that the best weapon for defense is “ Busi- 
ness as Usual.’ That we, in America, must carry on. That 
we must go about our daily business with increased, 
not slackened, purpose. That the struggle for the decent 
freedom of man will be won, not alone with guns, but 
with radios and bathtubs and automobiles, candy bars 


NEW YORK e CHICAGO e 


and cocktails, cigarettes and insurance policies and a 
good steak dinner. 


THESE are not the only fruits of freedom, but they 
are symbolic of the flow of goods and services which 
constitute the real sinews of war — and the defense 
against war. For all the gold in the good ground of 
Kentucky will not buy defense. That is bought only 
with taxes—little chunks of the big and little desires 
that make America go ‘round. Chips from the old block 
of American hopes and comforts that make us civilized. 

Our business is publishing. And because we believe 
in ‘Business as Usual” we are going to keep right on 
publishing until such time as our military superiors tell 
us they want our desks for gunstocks. For our desks— 
with a few rugs and pictures—are our only physical 
equipment. Because we feel that the publishing business 
is essentially the ‘people’ business. 


WE DEAL in ideas. In hope and comfort and the doors 
to understanding. As a medium for the exchange of 
ideas, we sell magazines .. . 

We sell magazines to the people who like our ideas 
—and the American people spent $14,583,976.02 for 
our magazines last year. We sell space in these same 


magazines to advertisers who want (and deserve) a 
friendly introduction to our friends, the people who 
buy our magazines. 

Our biggest magazine is “Liberty”. We did not start 
it, but it had in it the seeds of its future when we bought 
it. And those seeds have flourished under our principles 
of publishing. 

These principles were unorthodox in the days when 
automobiles were the toys of the rich, but they have 
been widely accepted since the traffic jam was invented. 
We believe that magazines exist, not only to test the 
skill of printers, but also to pass ideas from mind to 
mind. That magazine circulation is measured, not only 
by how many people you sell, but what you do with 
them after you get them into the tent. That the effi- 
ciencies developed in the manufacture of an automobile 
can be developed in the magazine which announces 
a new model. 

Liberty is a good example of the success of our prin- 
ciples of publishing. Last year, Liberty reached a new 
high in circulation, and in advertising revenue — a 
double and difficult yardstick. This year, Liberty is pass- 
ing last year by this same yardstick. More and more 
Americans have found a realistic expression of their 
ideas and ideals in its pages; more and more advertisers 
have found a new efficiency for selling in its white space. 
As evidence of our faith in “Business as Usual’’, we are 
continuing to plough back some of the profits from 
Liberty to give both reader and advertiser a better 
magazine. And now, contracts have just been placed 
for a new and improved paper stock, and still better 
printing in 1941. 


Bur these are only the visible details. Far more impor- 
tant justification of our publishing principles is found 
in the circulation increases on Liberty this last summer 
—increases in the dog days of publishing when the 
normal circulation curve drops in competition with 
the outdoors. 

Liberty is a good example of the Macfadden publish- 
ing method. For advertisers who want to do ‘Business 
as Usual’’—who see the necessity which faces us—all 
Macfadden magazines offer principles of publishing 
which parallel the principles of advertising. 


MACFADDEN PUBLICATIONS 


DETROIT « BOSTON e@ 


SAN 


FRANCISCO © TORONTO 


ae eee ve: = el HR ae 4 . tz Pigs we ey ms re Fie y oi ore < \ hs SEN: re, me se ae ee 2 — 
e 
) Po ee / ie 
Ba ae 
ra 
. ' - _ . 4 Ss p Fi * a ‘ si ~ 4 eee * e a ray 
2 F 3 - , “ a ba es, ; te 5 we q 
: | eso 4 : ——_: | aoe = ae ae r 
br & ‘ ; | —_< f fs 
of ; , F . a ‘ . _ 7 _ —— —— . . ay 3 . ‘. : 
: “ — % + i. o oy eh. ae a ea ee 7 ae 
Sa ‘ akg a. a {ne eS sn Se ee - is ae } Z ee 
: — ie ee eZ ed _ lee sy . 21% a 
Ma 2% : a mt ee ‘tL = : see ee ae —- = “Re Ope a 
is : - ieee?” - = q is m —. ae eee pm ?. } a C2, 
] ; ' ie eee <2 .! _— . Oe a : wm Fe 
age ll Fe -. > | i 4 
eo eh ee ee Oe ee i‘ 
Mg ae a 4 aq wa Be ake =a ‘ x ; . . Ss 
. ae. ~ s ~ nal Ue aa # eo ne hk a | . & ss fe ig § 
} Di . as oe ge i . s' ; j id 
7 . all —o= ee ‘ age ee - PS er a : ak e + a4 - : 
s as wee ae be aM : = #& a ae EA te f - 2 
f = — 6 1 ce ae eae ———l is ‘ed ; = - 
ie is 7 a : PS a e > , a tl 
* , - <0. oe: : fe > ; ; 
. iJ s al , > i ; ogg . > @. 
e hs pee ali 5 Sa ae “a ™ 3 e 4 
~~ | if : | ih C i 
. Lo te oe : 
! Lf ar hd  ® =" < 7 
le y Ih a — A a ; ; a i 
Ited “a 7 -~ : _ 
D1 )- — . ah : - Yes — 
lali- ae > ; , 7 +3 
T) 1e a wt ./ ? j a¢ par ; ; a “ 
de- r' oa a s 2 a 
sing i —— ’ 5 is 
ving a) ¥ wd a rs 
ham he - f i i 
stil- | ' ‘ — = * sien 
uls- . , : h =56 — ‘ . / > _ 
rk let : ‘ ; : , > “a a 
<> Si es tk te g 
ther waa. | /t i _ 9 a ee | 2. 
in- > be i QE oe ee aie 
be , , ; "e 7 - \ = st . ; ) - ~~" f . = - 7 
we 4 F € 5 " — . “ . q zt 2 
: ’ Me. —  o. . ; > : om : - - 
i : / . y . ~~" > : aie 
i Z os _ tm, ‘ — a al “© % 2 bey: 
! a a , + 7 w* a 
ye - ~ . cert *3 
’ £ ! } i ‘ > . on 2. 
r . o  . “a Ps 
; ee a - a Pe 
oe = 
a 
athe 
= ‘ 
; | P 
Wane 
Pe é. 
a 
——_ a, 
— 
Ir 
n o/s 
P dd 
is = 
th = 
=< 
} ol 
De 
: » “ 
NS. Inc: ‘ie 
srrpL a =| re =| ||| ee 1 
ost), Yea 
a 4 
rae os 2 a rs 3 = f . : ‘ “ ‘ ? 7 ; +35 —- ‘ rae . ¢ > r ihe is oe od as ; } See : ; . p <a 
; we SS rd ae ot oe: — hi 3" ae Tyo a i, a ey ee - 3 eas BAL aE y oi? oe Poe jot 
ee ne Be ROSS ae SE 2 eee COS Ao, Ne PN Sa i, aa 
ie ‘- * " v ‘ " 3 | St ew, on >» — & : / é at ki : 


ADVERTISING AGE 


September 30, 1949 


Fight Imminent 
on Fair Trade, 
Druggists Told 


New York, Sept. 25.—The possi- 
bility that a major battle may de- 
velop in Congress during its next 
session over the fair trade issue was 
uppermost in the minds of retail 
drugdom here this week as the Na- 
tional Association of Retail Drug- 
gists held its 42nd annual conven- 
tion.. 

It was emphasized on _ several 
occasions that fair trade legisla- 
tion was not gained without a 
struggle, and that the industry may 
be facing a fight of similar propor- 
tions in order to retain it on the 
statute books. 

Albert C. Fritz, Indianapolis drug- 
gist and retiring NARD president, 
pointed out that neither major po- 
litical party has endorsed the fair 
trade principle nor promised to re- 
tain legislation on the books. 

Mr. Fritz urged individual drug- 
gists and local and state associations 
“to see to it that the men in Con- 
gress are made conversant with the 


— 


‘true workings of fair trade laws.” 
|He predicted that chaos would fol- 
| low the repeal of such statutes. 


Quotes from Survey 


John W. Dargavel, NARD secre- 
|tary, stressed the same subject in 
|his address. He reported that fair 
\trade is working smoothly in prac- 
tically all of the 44 states which 
have such laws. He also lauded 
the survey recently completed by 
Druggists’ Research Bureau, under 
NARD sponsorship, which showed 
that fair trade has not resulted in 
higher consumer prices. 

Referring to the current investi- 
gation of the drug industry by the 
Department of Justice, Mr. Dargavel 
declared that it has been charged 
by some that the purpose of this 
study is “to disclose evidence to be 
used in attempting to secure repeal 
of the fair trade laws and the Mil- 
ler-Tydings Act.” 

“If that is true,” he added, “we 
must protest with all the emphasis 
at our command. But I refuse to 
join with those who see such a 
purpose in the present proceeding. 
I believe that the Attorney General 
is acting in good faith and that he 
is merely seeking to root out any 
bad practices that may have de- 
veloped in the drug industry.” 

Urging increased cooperation on 


| 
| 
| 


the part of all small business, Mr. | 
Dargavel declared that the Patman | 


Druggists War on 


chain store tax bill “might be a 
law today had the druggists of this 
country cooperated as they have at 
other times and worked together to 
rout a well-organized opposition.” 

He warned that because four 
states and the District of Columbia 
have not enacted fair trade legisla- 
tion, the “seeds of defeatism are 
sprouting. Because fair trade has 
not brought a sudden and complete 
utopia in the drug business and has 
not made all druggists prosperous, 
some are losing faith.” 

New officers elected include S. J. 
Watkins of Cora, Ala., president, 
and E. S. Bellis, New York City, 
first vice-president. Mr. Dargavel 
was retained as secretary. 


Crosley Elects Coombe 


H. E. Coombe, vice-president and 
general manager of the William 
Powell Company, Cincinnati, has 
been elected to the board of direc- 
tors of the Crosley Corporation, 
Cincinnati, filling the vacancy 
caused by the resignation of Powel 
Crosley III. 


Changes WSPR Frequency 
WSPR, Springfield, Mass., has 
been granted an amended construc- 
tion permit to change its frequency 
from 1140 to 1240 kilocycles. 
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DELIVERED CIRCULATION 
is Densest Where Incomes 


Are HIGHEST! 


Housing Administration com- 


pleted a real property inventory of Detroit in which 
structure was assayed. .From this report, 
accurate beyond question, the number of dwelling 
units in each economic level was established. Pro- 
jecting Detroit News HOME DELIVERED cir- 
culation, of which The News has a house by house 
record, against these economic levels it was proved 
once again that Detroit News circulation is densest 
where income is highest. 
entire Detroit News weekday trading area circula- 
tion is home delivered by carrier, these figures prove 
that The News offers an exceptional opportunity to 


And since 80.5% of the 


reach not only the most but also the best buying 
elements of this great market. 


Largest Weekday and Sunday Circulation in the Detroit Trading Area 


THE HOME NEWSPAPER 


KLEIN, INC. 


— The Detroit News 


Chicago: J. E. LUTZ 
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Grocery Vitamins; 
Hit Size of Deals 


Independents Also Ask 
Tax Differential on King- 
Size Cigarets 


New York, Sept. 26—The battle 
between druggists and grocers over 
the lucrative vitamin market was 
spiced here today when the Na- 
tional Association of Retail Drug- 
gists pondered methods of combat- 
ing competition offered by food 
merchants. 

Albert Fritz, retiring NARD 
president, introduced the subject 
by reporting the status of a legal 
effort in his home state to prevent 
a chain grocer from selling vita- 
min products. When the Indiana 
Board of Pharmacy passed a rul- 
ing limiting the sale of vitamins to 
drug stores, Kroger Grocery & 
Baking Company obtained a su- 
preme court verdict reversing the 
decision. The Indiana group is ap- 
pealing that verdict, and pushing 
the case as a test. NARD has gone 
to bat for the Indiana pharmacists, 
and has contributed money to a 
fund to carry the appeal. 

The vitamin subject was further 
pursued by a group of six men and 
women from E. R. Squibb & Co. 
who staged an interesting drama- 


| tization on “Keeping the Vitamin 


| Business in the Drug Store.” Lead- 


ing the group of amateur thespi- 
ans was Jack Toohy, manager of 
distribution. 


Dramatize Problems 


The moral of the drama was that 
drug stores must deserve the vita- 
min business in order to retain it. 
Druggists, it was shown, must 
“forge a mental link between vita- 
mins and drug stores” so that con- 
sumers will think of their drug- 
gist when considering the purchase 
of vitamin products. 

A six-point plan by which drug- 
gists can combat a competition in 
this field was proposed as follows: 
feature a quality line; know the 
subject and thus be able to give) 


| John T. Woodside, president of 


| Weco Products Company, told the 
|}convention that most manufac- 
turers now realize the importance 
of fair trade and are willing to co- 
operate with retailers in furtheri: 
it. 

He also pointed out that the drug 
industry has failed to gain its share 
of the increase in the national i;- 
come. Both the dentrifice an 
toothbrush business have declined 
in annual dollar volume, he pointe; 
out. Creative selling at the poirt 
of sale was suggested as the wa 
to reverse this downward trend. 


Competition From Other Lines 


The major competition whic 
druggists face, he said, is not th 
drug chains but firms handlin 
non-competitive products such ; 
automobiles. He warned against re 
garding fair trade as “a cure-all, 
and urged more cooperation wit 
manufacturers in order to take ad 
vantage of the expanding marke 
in progress as the defense prograr 
develops. 

Other speakers at today’s fin: 
business session were Elme 
Wheeler, president of Tested Sell 
ing Institute and exponent 
“sizzlemanship”; and Harry S. Noe) 
director of trade relations of E) 
Lilly & Co. 

Among the 27 resolutions enacte 
by the convention was one urgin; 
the U. S. Treasury Department t 
establish a differential between the 
tax rates on regular and kingsiz« 
cigarets. Several others were aimed 
at manufacturers, complaining o! 
the “deals” offered and recom 
mending that those available only 
to large purchasers should be 
scrapped in favor of a policy of ; 
single price for all regardless o! 
quantity. 
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Frankel-Rose Adds 
Two New Accounts 


Cooper, Wells & Co., St. Joseph, 
Mich., maker of Admiration hosiery 
has appointed Frankel-Rose Com- 
pany, Chicago, to handle its adver- 
tising. Conklin Pen Company, Chi- 
cago, maker of pens and pencils 
also has appointed this agency t 
direct its advertising program. 


Taft Joins SNM 

J. B. Taft has joined Selective 
Newspaper Markets, Philadelphia, 
as business manager, operating from 
a New York office in the launching 


‘intelligent advice; use this knowl- | °f @n educational sales plan. 


| 
| 
| 


edge in ethical fashion; enlarge the 
vitamin department and give it} 
sufficient display space to attract 
attention; include a display of pre- | 
scription vitamins in order to drive | 
home the close relations between | 
vitamins and other pharmaceutical | 
lines; cooperate in every way with | 
physicians. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Clearwater, Florida (Winter Office) 
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U KEEP HOUSE” 


Five Days a Week on ST. LOUIS KWK 
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‘But The Honey's In The Hive 


The rich Southwest Market is also a 
scattered market...dominated by 
5441 towns under 20,000 population. 
These towns sell far more advertised 
merchandise than all southwest cities 
combined. 


Advertisers have long cherished this 
$5,850,000,000 small town market 
but couldn't figure how to cover it 


effectively and economically until we 
located this beehive— 


FOR THIS 
Gree Booklet 


“THE TRAVELING 


*66% OF ALL RETAIL VOLUME IN 
SOUTHWEST MARKET TOWNS 
IS SOLD TO FARMERS AND 
RANCHERS. 


Like the bees, the small town market is scattered. 
But—one FARM PAPER covers its biggest buying 
audience. FARM & RANCH is first in circulation and, 
by impartial surveys, first in reader interest and 


dealer influence. Your advertising in FARM & 
RANCH gets the honey from the bee hive! 


*& From the FARM & RANCH study of advertising and 
selling in Southwest Market towns, titled “The Travel- 
ing Salesman and the Farmer's Daughter.’ Send for your 
copy today. Address: FARM & RANCH, Dallas, Texas. 


SALESMAN AND 
THE FARMER'S 
DAUGHTER" 
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Increase Sunkist 
Promotion Fund to 


About $2,225,000 


Los Angeles, Sept. 25.—To permit 
an increase in Sunkist advertising 
and merchandising, directors of the 
California Fruit Growers Exchange 
have voted an increase of two cents 
per packed box on lemons and navel 
oranges during the 1940-41 season, 
according to Russell Z. Eller, ad- 
vertising manager for Sunkist. 

“Present crop estimates indicate 
an advertising appropriation of ap- 
proximately $2,225,000 for the new 
year, beginning with November,” 
Mr. Eller announced. 

“The additional two cents a box 
on navel oranges raises the assess- 
ment to seven cents a box or the 
same advertising assessment which 
has been in effect on oranges dur- 
ing Valencia season. The increase 
in,the lemon assessment is from 10 
to 12 cents a box. The larger invest- 
ment will make it possible to ex- 
pand and intensify Sunkist adver- 
tising and merchandising for both 
oranges and lemons to the end that 
greater consumer demand may be 
built up for increasing crops, and 
conditions in the California citrus 
industry may be improved,” he said. 

The Sunkist campaign will be ex- 
panded over the radio, in national 
magazines, daily and weekly news- 
papers, in Sunday color supple- 
ments and on outdoor bulletins and 
posters. 

An important expansion made 
possible by the larger appropria- 
tion will come in dealer service. 
The staff for trade contacts was 
virtually doubled this past summer 
when the Valencia orange advertis- 
ing assessment was increased. The 
present decision to raise the lemon 
and winter orange appropriation 
will permit a continuance of the 
larger program already started and 
will assist in establishing this work 
on a broader basis. 


Names Rosette Agency 


Identification Plate & Machine 
Company, New York, has appointed 
Rosette Advertising Agency, New 
York, to handle advertising of its 
metal and plastic signs and stamp- 
ing machines. Magazines, news- 
papers and direct mail will be used. 


Lapin Names Baker 


Lapin Company, New York, has 
appointed Lynn Baker Company, 
New York, to handle promotion of 
its Optiks sun glasses and plastic 
products. Ethel Gregory, formerly 
with Lord & Thomas, New York, has 
joined the copy staff of the agency. 


Crossin Joins Crosley 

J. F. Crossin, formerly sales man- 
ager for the Waring Corporation, 
New York, has been appointed man- 
ager of the refrigeration division of 
the Crosley Corporation, Cincinnati. 


and it’s 2 FOR 1 value 


when you use the 


MIDWEST 
FARM PAPERS 


—twice the circulation of the average 
National in the Midwest states—and at 
almost twice the subscription price. 

@ Prairie Farmer @ Nebrasks Farmer 
@ Wallaces Farmer & lowa Hemestead 

@ Wisconsin Agriculturist & Farmer 

he Farmer, St. Pau! 


Furnaces to Ridgway 


St. Louis Furnace Mfg. Company, 
maker of Home Comfort furnaces, 
has appointed the Ridgway Com- 
pany, St. Louis, to handle its adver- 
tising. Business papers and direct 
mail will be used. 


Tennessee Paper a Daily 


The Times, Johnson City, Tenn., 
formerly published semi-weekly, is 
now being published as a morning 
daily. James H. Quillen is pub- 
lisher. 


NBC Appoints Elges 

Myron A. Elges, formerly com- 
mercial manager of KTMS, Santa 
Barbara, Cal., has been appointed 
sales representative of NBC’s Blue 
network for the Western division. 


Nescafe Extends 
Promotion to 


New Territories 


New York, Sept. 26.—Featuring 
the ease of preparation and the 
“real coffee” flavor of its year-old 
coffee product, Nescafe, Nestle’s 
Milk Products, Inc., will launch a 
campaign beginning the end of this 
month in leading newspapers in 
various territories throughout the 
country. The campaign will also 
promote Lion evaporated milk. 

Nescafe, introduced in New York 
and Philadelphia in August, 1939, 
was first advertised in newspapers 
in February this year as a new 


“quick coffee” preparation which 
would solve “age old coffee prob- 
lems.” The product is a powder to 
which water is added, and copy for 
the new campaign will describe it 
as a “pure coffee” to which carbo- 
hydrates have been added to “seal 
in the flavor,” according to Walter 
B. Bower, advertising manager. 

Spot radio in Chicago, Detroit, 
Columbus, Minneapolis and St. Paul 
will also be used in addition to 
dealer displays. 


One Shot on Milk 


Nestle’s placed a one-time inser- 
tion this month in six newspapers 
in Pennsylvania to advertise two 
new premiums for Every Day 
evaporated milk. Copy urged wo- 


men to take advantage of the “bar- 
gain” and redeem Every Day coy- 
pons at premium stores for 
casserole and a utility dish. 

Leon Livingston Advertising 
Agency, San Francisco, handles the 
Nestle’s account. 


Snody Advanced 


Robert R. Snody, formerly gen- 
eral manager of Audio Productions, 
New York, motion picture producer, 
has been elected vice-president of 
the company. 


a 


Perry Joins Wheelock 


Florence Perry, formerly wih 
Macfadden Publications, New Yor‘, 
has joined the research department 
¥ _ Wheelock Company, New 

ork. 


eae 


As long as 


As long as men and women dream of a new house, 


a new car...as long as boys and girls dream of 


making fame and fortune with their songs or 
g g 


guitar-playing or tap-dancing... 


Just so long will you find the human responsive- 


ness which helps explain the unique advertising 


success of Major Bowes’ Original Amateur Hour 


and Chrysler Cars. 


By design, by luck, you have in this famous pro- 


gram — now in its two hundred and eleventh 


consecutive week over the Columbia network — 


a meeting place of human impulses that mesh 


together powerfully. 


The raw materials of the program are the hopes 


and ambitions of boys and girls. The audience of 
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Promote Scalp Treatments 


Terminal Barber Shops, New 
York, are making scalp treatments 
the subject of an advertising cam- 
paign in New York newspapers and 
magazines. Maxon, Inc., is the 
agency. 


Forms Roberts Bureau 


Virginia Roberts, formerly man- 
ager of a national contest adminis- 
tration agency, has opened a con- 
test service for national advertisers 
and advertising agencies at 445 
Lake Shore Drive, Chicago. 


Howell to “Open Road” 
Eliot Howell, formerly associated 
with Day-Howell, Ltd., has joined 
the Eastern sales staff of Open Road 
for Boys and Outdoors Magazine. 


Oakite Budget 
Boosted as Sales 
Head Toward Peak 


New York, Sept. 26.—With sales 
volume pointing toward a new peak 
this year, Oakite Products, Inc., has 
increased its budget for a fall cam- 
paign on Oakite cleaner which will 
embrace 119 newspapers, 85 radio 
stations and 25 business papers. 

As in past years, Oakite’s trade 
character, “Okey Oakite,” will be 
featured. Copy will be in jingle 
form as in the past, both in the two- 
column newspaper insertions and in 
spot radio commercials. 


sales meeting here last week at |“DPjstillation” to Bow 


which Frank A. Conolly, merchan- | 


factory.” 


Forms Pictograph Corp. 
Pictograph Corporation, : stai ay soci is- 
seodusine ak, iene been organized | Will be in charge of the New York | ee ween © See 


by Pictorial Statistics, 


offices 


and Los Angeles. 


Wraps for Baked Goods 


The New Hampshire board of 


health has 


ordered 


that 


Inc., 


bakery 


products transported to retail out- 


lets or sold house-to-house 


must 


‘dising manager, termed sales results Distillery Publications, Fourth 
to date this year as “highly satis- 
The account is handled 
| by Calkins & Holden. 


j}avenue and Walnut street, Louis- 
| ville, has announced a new national 
|liquor monthly, Distillation, for 
| Nov. 1 publication. Don Rider, for- 
mer Louisville newspaper man, is 
|president and publisher. Paul W. 
|\Scott is advertising manager and 


a new /D. E. Rider, secretary and treasurer, 


with | office. 
in New York, Washington | 


Seelig Returns to SMB 


Leon Seelig, formerly copy chief 
|of Shaffer Brennan Margulis Ad- 
vertising Company, St. Louis, has 
returned to that agency after two 
years in Chicago with the Sherman 
K. Ellis and Ralph Heineman, Inc., 


agencies. 


people dream... 


35,000,000 adults each 


some, applaud and vote for others; it’s pleasing to 


help discover the new and talented. 


But all the while that vast audience also has its own 


hopes and its own wishes... for new things, new 


cars. So when Major Bowes begins to talk to those 


personal hopes and wishes, begins to talk about 


the superlative new Chrysler cars, he talks to an 


alive and responsive audience. 


Chrysler’s President Keller calls this CBS program 


¢ 


‘oan important medium in acquainting the 


people with Chrysler products, in creating enthu- 


siasm among dealers, and in informing many mil- 


lions of the quality, performance and service we 


wish to maintain in respect to our 


products.” 


Fall plans were disclosed at aj|be wrapped. 
week listen and laugh at 
i=. 


Columbia Broadcasting System 
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Some astronomy about 


MAJOR BOWES 


Telephoned votes to Major Bowes 
Chrysler Programs now total 3,102,554. 

11,385 telephone operators, working 
under 812 supervisors, assisted by 964 
messengers, and 1370 tally clerks have 
recorded these telephoned votes. 


During these four years Major Bowes 


has saluted 206 cities and 2 World's Fairs. 


Major Bowes has received 2726 hon- 
orary appointments from public officials, 
organizations, fraternities, clubs and the 
like, in 229 cities. 


Over 114,400 auditions have been given 
for Major Bowes’ Original Amateur Hour 
since 1936; 2704 amateur acts reached 
the air; 4000 performers appeared in 
these. 


Major Bowes’ amateur units have 
visited 95% of all American cities with 
a population of 2500 or more. 


in the 211 broadcasts over CBS air 
for Chrysler products, Major Bowes’ Ama- 
teur Hourhas made some 4,050,000,000 
total advertising impressions. (An im- 
pression equals one listener to all or 
part of one broadcast.) 


During this same period Major Bowes 
has spoken 114,400 words of commer- 
cials for Chrysler products. 

Major Bowes has never missed an 
Amateur Hour broadcast. 


[Let Professional _ 
Do the Shaking, 
‘Says Heublein 


Hartford, Conn., Sept. 25.— The 
| familiar pastime of tossing together 


a few ingredients and shaking out 


demeanor if a new advertising cam- 

| paign being launched by G. F. Heu- 
-blein & Bro. 
|achieves its ob- 
| jectives during 
the next few 
months. Keynote 
of the drive is 
the contention 
that the art of 
mixing cocktails 
calls for the un- 
failing hand of 
an expert. 

To dramatize 
the professional 
touch which 
characterizes its 
line of prepared 
cocktails, Heu- 
blein has created 
a new advertis- 
ing figure, a 
plastic club barman, whose sophisti- 
cated smile will henceforth domi- 
nate magazine and newspaper copy. 
The schedule for the remainder of 
the year calls for insertions in 
Cosmopolitan, Life, The New 
Yorker, Time and Vogue. News- 
paper copy will also be used in key 
markets throughout the country. 

Market research which developed 
the theme for the new effort dis- 
closed that while many householders 
recognized the convenience of pre- 
pared cocktails they failed to ap- 
preciate the degree of expertness 
required to mix drinks properly. 
Some misconception was also noted 
regarding the ability of cocktail in- 
gredients to retain their flavor when 
permitted to stand over a period of 
time. 

“Better—Because They’re Pro- 
fessionally Made” has been adopted 
as the slogan of the campaign. Typ- 
ical headlines read, “Are Your 
Cocktails Such Great Shakes? Are 
Your Cocktails Amateur or Pro- 
fessional? Home-Mades Were Never 
Like This!”” Lawrence C. Gumbinner 
Advertising Agency, New York, 
handles the Heublein Club Cocktail 
account, with Milton Goodman in 
charge. 


Busy man in Heu- 
blein advertising. 


New Studios for WOV 


Station WOV is constructing new 
studios, to be ready for occupancy 


Jan. 1, at 730 Fifth avenue, New 
York. The station’s new 10,000- 
watt transmitter and_ directional 


antenna system will be dedicated on 
the same date. 


Case-Hoyt Expands 

The Case-Hoyt Corporation, Ro- 
chester, N. Y., direct advertising 
organization, has bought the adjoin- 
ing plant of the Crown Ribbon and 
Carbon Company to house its crea- 
tive staff, artists, typographers, lay- 
out men and copywriters. 


KAUFMANN & FABRY CO 
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Mr. Arnold’s Inconsistency 


In an interview with ADVERTISING 
Ace, Assistant Attorney General 
Thurman Arnold denies vigorously 
that he or his department opposes 
the practice of building up demand 
for a product through extensive ad- 
vertising. He says that critics of 
the Department of Justice have 
been guilty of “deliberate misin- 
terpretation” in their protrayal of 
the current tobacco suit as an at- 
tack on advertising. He says that 
the anti-trust division of the De- 
partment, which he heads, is not at 
all interested in advertising as such, 
but is solely interested in its mis- 
use in such a manner as to hamper 
freedom of competitive enterprise. 


In the interview Mr. Arnold pro- | 


fessed to expound the viewpoint of 
the anti-trust division of the De- 
partment of Justice, and not neces- 
sarily his own views. But it is of 
some significance that Mr. Arnold’s 
current book, “The Bottlenecks of 
Business,” reveals hostility to the 
whole system on which American 
business is based. 

In this volume Mr. Arnold returns 
to his attacks on advertising, not 
because it reduces competition, as 
alleged in the action against the 


cigaret manufacturers, but because | 


it is wasteful and therefore in- 
creases prices. 
He talks about the “expensive 


hokum” of tobacco advertising, pro- 
ceeding then to complain that 
though cigarets have become a ne- 
cessity, the 10-cent brand cannot 
get a foothold. Mr. Arnold fails to 
relate the changed position of 
cigarets from incidental luxuries to 


universal necessities to the fact of 
extensive advertising, although 
every other student of the situation 
regards their greatly increased sales 
jas a direct result of the expanded 
advertising effort. 

Since sales have thus 
manyfold, as a result of the adver- 
tising, the latter, as far as the con- 
sumer is concerned, has not been 
expensive, even though he may 
j}agree that part of it has been ho- 
‘kum. Thus when Mr. Arnold en- 
deavors to prove that advertising 
‘has increased the cost of distribut- 
| ing cigarets, he is indulging in a 
‘rather obvious bit of hokum on his 
/own account. 

His reference to the 


even people of low incomes may 


|prefer higher-priced cigarets is no hi* KE RREREE EE ++ 


|evidence of anything except that 


| American consumers still have the 


right to choose how they shall spend 
their money. It is true that they 
don’t always buy the least expensive 
products, and Mr. Arnold there- 
fore would 
from falling into this error by re- 
'ducing or eliminating advertising. 
Here again he shifts his objective 
from improved economic to a new 
system of social controls. 

Isn’t there same _ inconsistency 
between this conception and Mr. 
Arnold’s assertion to an ADVERTISING 
AGE reporter that “the anti-trust 
division is not interested in prevent- 
ing anyone from spending his money 
‘in wasteful ways. If the market is 
| free, the problem of waste will take 
care of itself because wasteful 
people cannot survive competition.” 


Screwball Stuff 


Nothing better describes the vora- | 


cious efforts of municipalities and 
other governmental units to squeeze 
at least a modicum of money out 
of every possible source’ than 
“screwball.” Certainly the attempt 
by New York City, reported in this 
issue, to collect a tax from adver- 


tisers on the theory that placing of | 


display material in retail stores con- 
stitutes “occupancy” is a screwball 
venture. 

The trouble with these obviously 
screwball attempts to hamper busi- 
ness so that the always-empty cof- 
fers of some governmental body can 
be bolstered is that they do not fall 
of their own weight. They can’t be 
laughed off. They don't make sense, 
but they cause infinite trouble and 
expense for those who are involved. 

There can be no quibbling about 
the perfect right of governing bodies 
to make and enforce such laws and 
regulations, including the collection 
of taxes, as are necessary or advis- 


able for the welfare of the commun- 
ity. But far-fetched interpretations 
of existing reasonable legislation, 


such as that involved in the New 
York City case, or deliberate adop- 
tion of screwball legislation with 


the hope that its sponsors will gain 
financial or other benefits from it 
simply because it is too difficult and 
too expensive to fight it, should be 
vigorously resisted on every front. 

That means, first of all, that legis- 
lative calendars must be carefully 
watched, not only in Washington, 
but in the state capitals and in 
municipal halls, because local legis- 
lation of this character spreads like 
wildfire. Several national organ- 
izations, notable among them the 
Association of National Advertisers, 
have taken the lead in this vital 
work, and they should be given the 
encouragement and assistance of 
the entire field, to the end that their 
jseveral activities can be extended, 
enlarged and coordinated. 


Tel. Del. 1337. 
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| panies sponsoring them, or throuch 
ADVERTISING AGE, by any natio: 
advertiser or advertising agency 
}executive writing on his business 
letterhead. 

| 

| No. 


a 43 
Ay. MATTRESSES 


— 


1715. What Post Advertisi.g 
Means to You. 

The you in the title of this br. - 
chure is you, the salesman, 
;must “convince dealers that 


VM ) 
they 


can re-sell your merchandise at a 
profit.” The Saturday Evening 
Post, in the pages following this 
introduction, gives a lot of facts 
about Post readers as customs 


their ability to buy and where they 
are. This last point is covered in 
a breakdown of circulation by state, 
county, city and towns of 2,500 or 
more. 


No. 1716. Money Isn't Everything 
The advantages of merchandi-e 
over cash awards in sales contests 
are recounted in this booklet of- 
fered by Cappel, MacDonald & Co, 
The psychology behind the appeal 
of the merchandise gift is broug! 
lout, with a discussion of the rela- 


"| don't care how you used to display goods in your grocery store, Mendelson—" 


, tive cost. 
Sr ring Air News. 


No. 1717. The Quality Fleet Market. 


Ad-libbing 


Fleet Owner has issued this study 
of the fleet market, that is, fleets of 
ten or more automotive vehicles all 
or most of whose service work 


Is 


Conscription Copy 

Advertisers are apparently falling 
all over one another in their efforts 
to tell potential draftees that all will 
not be lost if Uncle Sam calls. In 


fact that 


like to protect them | 


addition to the propositions re- 


ite Ie 
; IMPORTANT! ;% 
* VITAL NEWS TO ALL MEN ” 
«ELIGIBLE FOR SELECTIVE SERVICE 
* W you ere conscripted for military service you Ive 
* will be free of all further payments on ony * 
|) Srcecrsteceres ft 
* “ae i*) 
oe oon Semen ° oo * 
| * soos san * 
i _ =a cart * 
it eel Garman, Yuu ton your Gen. Your eateete © mann 6 \* 
" aaaeeeeee we 
|e W 
* ADAMS CLOTHES * 
Ie 1013 MARKET ST. lw 
te Cooperating with National Defense te 


|ported here and elsewhere last week 
lare these advertisers soliciting at- 
tention with timely copy. 

Adam Clothes, Philadelphia re- 
tailer, in the above copy announces 
ithat anyone purchasing a suit or 
'topcoat at this store before Nov. 15 
'will be freed from all remaining 
payments if and when he is drafted. 
|The account will be marked “paid 
)in full” and the customer will be 
allowed to keep the suit. 
| Fred Williams, Jr., Indianapolis 
_auto dealer, has made a comparable 
|offer in this field which applies on 
purchase of a new Mercury or Lin- 
|coln-Zephyr or used car. Mr. Wil- 
| liams’ copy says, “If you are drafted 
‘under the present peace time con- 
scription plan within the next six 
months we will take back the car 
jand return all the money you have 
paid in, deducting insurance and 
interest, and will return to you in 
cash the cash value of your used car 
if you turned one in.” 


N.B.C. and the Secret Service 
National Biscuit 
come up with a 
should be of benefit 
company and to the storekeeper 
selling its wares. A new counter 
display card has been designed to 
back up a sample box of the N.B.C. 
cocktail assortment of crackers. The 
customer sees no more than this, 
| but the storekeeper, on looking at 


Company has 
clever idea that 


to both the 


| xx SSS 5EEEEEEOS. © 


|done in their own shops. The book- 
the back of the display, will find | let gives the number of readers, a 
valuable information on the sub- | vehicle analysis indicating the voca- 
jects of counterfeit money and check | tion, number of fleets and types of 
forgery protection. The latter has | Vehicles in each, and discusses buy- 
been arranged in cooperation with | ing practices and the scope of the 


the “Know Your Money” drive | shop equipment market among fleet 
sponsored by the Secret Service of | owners. 

the Treasury Department of the | P , P 
United States. Data on the back of | No. Bs20. industrial Genius tn Ac- 
the display card tells how to detect | on. , 
counterfeit bills and coins, forged |. Kimberly-Clark Corporation has 
government checks and what to do issued this institutional brochure 
about which is not only the story of 


confiscating counterfeit 
money. A casual suggestion is made 
by N.B.C. on the back of the card 
that it be placed close to the cash 
register for quick and easy refer- 
ence. This, we understand, is also 
an excellent vantage point for point 


paper-making, but also a record of 
progress since the company’s found- 
ing in 1872. The effect of this in- 
dustry on the lives and jobs of in- 
dividuals and on other industries is 
brought out. 


of purchase advertising. No. 1711. Style Story. 
This is No. 35 in the series of 
Scarface Joe a Host Reader-Editor reports issued by 
Brides-to-be and fathers of these |Woman’s Home Companion. It 


girls have been the recipient of an 
invitation from “Scarface Joe, the 
Fence.” The invitation read as fol- 
lows: “The pleasure of your com- 
pany is requested at a private show- 
ing of the wedding gifts of Miss 


,covers the wardrobe planning ex- 
periences of the subscribers who 
function in an advisory capacity in 
relation to shoes, dressmaking and 
‘foundation garments. 


Barbara Blake at the studios of | No. 1712. Once in a Hundred Years. 
Scarface Joe, the Fence.” | Prairie Farmer outlines, in this 
The sender of the invitation was | brochure, plans for its centennial 


the National Fire Group of insur- | number, 


ance companies who took this | January. 
method (as explained inside the 
invitation) of pointing out that 
weddings bring an influx of people 
as well as gifts and that a special 


next 


sec- 


which will appear 
The issue will be 
\tionalized under 12 main subjects, 
‘the brochure says, and will record 
a century of progress in agriculture 
Production plans, circulation bonus, 


type of insurance would protect |closing date and other details are 

presents from damage or theft and | given. 

resultant acquisition by Scarface 

Joe. No. 1682. Cosmopolitan’s Call to 
Of course the insurance company the Colors. 

didn’t present the other side of the The power of color is put across 

picture. For in almost any assort-|in an interesting way by Cosmopoli- 


ment of wedding gifts there are tan in its new color wheel for the 
those objects which arouse curiosity | gadget-minded. A wheel that turns 
instead of envy. We mean the what- | on a pivot between the covers shows 
nots, the gewgaws or huge, utterly | the difference color makes in prod- 
useless bowls which people would ucts, packages and symbols, while 
never buy except to give away to the reverse side contains Cosmopoli- 
some hapless bride And. how tan’s “colorate” chart. 


many times may the bride and her 


husband, grown gray and aged in| No. 1693. Service Depar' it 
20 or 30 years, stare for the mil- Scrapbook. 

lionth time at one of these objects In this illustrated booklet. 
(given them on that happy day by | boys from Syracuse show Ww 


aunt 
by its 


May who can’t be 
removal because 
ing to help send 
college) and wish to heaven that 
the damn thing had fallen into 
Scarface Joe’s hands on that self- 
same happy day” 


Radio Station WSYR does a 
chandising job for the adve! 
who use WSYR facilities in a« 
plishing their marketing objec’ 
Window displays, dealer helps, 
licity, program advertising 
other aids are described in det«' 


offended 
she is go- 


Junior through 
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rT Newspapers 
Now Offering 
Color in Body 


Branham Study Tells 
Who They Are, Offers 
Hints to Users 


Chicago, Sept. 26.—Run of paper 
color advertising is now available in 
511 newspapers, according to a sur- 


vey just made by the Branham 
Company, newspaper representa- 
tive, and issued in booklet form. 


This compares with 300 which of- 
fered color five years ago. All of 
the papers which carry r.o. p. color 
are listed in the new brochure. The 
Branham Company has also gath- 
ered actual samples of good and bad 
use of newspaper color, which are 
on file in its Chicago and New York 
offices, where advertisers and agen- 
cies may study them. 

The new booklet hazards the 
opinion that in addition to height- 
ening the attention value of news- 
paper advertising, color also simpli- 
fies the task of merchandising the 
campaign to dealers. From this 
angle, the company believes that the 
cost of color is well justified. 

Color rates are far from stand- 
ardized, the survey indicated. For 
black and one color, the charges 
range from 15 to 50 per cent extra. 


How Color Is Used 


advertisements 
one color with 


Of 57 national 
studied, 50 used 


black; three used two colors, three | 


used three colors and one used one 
color only (no black). Of 116 local 
advertisements utilizing color, 105 


used one color with black, five used | 


two colors, four used three colors, 


one used one color only (no black) | 


used three colors 
without black. An 
majority, therefore, 
with black. 

Red is the favorite color of na- 
tional advertisers, and while the 
majority of local advertisers also 
use it, the percentage is lower. The 
figures are 84 and 55 per cent, re- 
spectively. It is impossible to name 
a second choice in the national field, 
but among local advertisers blue 
ran a good second to red, while 
green was a clear-cut third and pink 
ran fourth. 


and one only, 


use one color 


Two Inches to Column 


In the national field, 49 of 57 color 
advertisements used the extra shade 
for headlines, subheads and else- 
where; 46 used color for trademarks 
and logotypes; 36 used it for illus- 
trations; 26 used Ben Day; only five 


used color for prices. None used | 
color for headlines and subheads 
only 


Of 116 local advertisers, 92 used 
color in headlines or subheads; 54 
use it for trademarks and logotypes; 
89 used it for illustrations; 21 used 


BALTIMORE 


(NOW SEVENTH CITY) 
has grown 50,000 since 1930 


Make your advertising invest- 
ment in a GROWING market; use 
the FIRST CHOICE radio station. 


color for prices; 61 used Ben Day, 
and four used color in headlines 
and subheads only. 

The Branham Company offers a 


| ; . 
number of suggestions as to intel- 


ligent use of color, of which many 
of the most practical concern me- 
chanical requirements. The com- 
pany suggests that since all news- 


|papers do not use the same column 


overwhelming | 


measure, all advertisements be laid 
out for two-inch columns. A five- 
column advertisement, therefore, 
would be ten inches wide. 

A still more interesting point is 
the advice to send plates rather than 
mats for all advertisements smaller 
than full-page. The reason is that 
this reduces the number of opera- 
tions from five to four, which is 


important because some loss of 


depth is inevitable in each removal. 
The 


following advice is given 

about proofs: 
“Always have proofs pulled on 
‘off-white’ newsprint. Stay away 
from blue-white newsprint and 
never use enameled stock. When 
comparing proofs with actual re- 


sults in a newspaper, remember that 
the engraver does not use the same 
kind of ink used by the newspaper, 
that he uses a flat bed proving press 
and carf ‘flood’ the proof with ink. 
Therefore, the newspaper cannot 
exactly duplicate the colors shown 
on proofs. Newspapers cannot fur- 
nish color proofs. Specifying the 
ink manufacturer’s name and his 
color number will help newspapers 
more exactly match your color re- 
quirements.” 


Fitch in Special Offer 

F. W. Fitch Company, Des Moines, 
will make a special offer of a rub- 
ber scalp brush and 4-ounce bottle 
of Ideal hair tonic through October, 
November and December, using 
half-page space in Esquire, Life and 
The Saturday Evening Post and the 
Fitch Band Wagon Sunday evening 
radio program. L. W. Ramsey, 
Davenport, Ia., is the agency. 


Planters to 7 Stations 


Following a 3l-week test on KNX, 
Los Angeles, the Planters Nut and 
Chocolate Company program, 
“What’s on Your Mind?” will be 
extended to a_seven-station Co- 
lumbia Pacific network Oct. 4 from 
6 to 6:30 p. m. The account is 
handled by Raymond R. Morgan 
Company, Hollywood. 


Two Name D’Evelyn 

The merged stock and bond brok- 
erage firms of Dean Witter & Co., 
and William Cavalier & Co., San 
Francisco, have appointed D’Evelyn 
& Wadsworth, San Francisco agency, 
to handle their advertising in San 
Francisco, New York, Los Angeles, 
Oakland, Berkeley, Sacramento and 
Santa Ana. This agency also has 
been appointed by Pacific Carbide 
& Alloys Company, Portland, Ore., 
a subsidiary of Stuart Oxygen Com- 
pany, San Francisco. 


Mercury Agency Moves 
Mercury Advertising Agency, 
which formerly maintained offices 
at 214 Transfer bldg., Fort Wayne, 
Ind., and 600 S. Michigan avenue, 
Chicago, has consolidated its offices 
at 2015 Lincoln Tower, Fort Wayne. 


“Well, Pl 


No, we’re not getting belligerent, and 
we're not seeking a scrap. But facts are 
facts .. . and they prove that 


TODAY, NEWSWEEK IS ONE 
OF THE NATION’S FORCEFUL 


PUBLICATIONS. 


in revenue, 


families buy a lot . 
lot of buying. 


So far this year (January through Sep- 
tember) 112 new advertisers have joined 
NEWSWEEK’s already impressive roster, 
and invested $410,240in NEWSWEEK space. 


For the nine months of 1940, NewswEEK 
is up 49% in linage, 90°, in revenue, 
over the same period of last year. 


Against the nine months of 1938, our 
gain is: up 172% in linage; up 261% 


NEWSWEEK is now in its third successive 
year of gains. . . because its over-400,000 
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September 30, 1949 


“YOU are my voice; for few 
indeed, would be the number of 
the children of our common 
Father who could learn my 
wishes and thoughts without 
the aid of the Catholic Press.” 


These words of our late Holy 
Father, Pius XI, clearly identi- 
fy the mission of the Catholic 
Press with the Apostolic teach- 
ing authority of the Vicar of 
Christ. 


The Catholic Press is needed 
to present in their true light 
the problems affecting the 
Church; to defend the interests 
of religion; to expose the errors 
of pernicious propagandists; to 
apply Catholic teaching in an 
authoritative manner to cur- 
rent world problems; and, to 
develop among Catholics gener- 
ally a sense of unity and loyal- 
ty. 


One million families—having at 
heart the interests of their 
Church, the preservation of our 
holy Faith, and the endurance 
of Christian principles of mor- 
ality—read Our Sunday Visitor 
and The Register every week. 


When you advertise to them, 
you have the attention of a 
thoughtful, loyal audience—one 
million families who will wel- 
come your advertising with 
friendly hearts and open pocket- 
books. 


THE REGISTER 


Write for “Why Should I1?”— 

the booklet of facts about this 

one million family Sunday read- 
ing audience. 


° 
c. D. BERTOLET & CO., INC. 


ADVERTISING REPRESENTATIVE 
30 N. Dearborn CENtral 0481 
CHICAGO, ILLINOIS 


subjects. The author is a practicing 
attorney and counselor-at-law, au- 
thor and lecturer who has made 
publishing and advertising law his 
| specialty. The discussion which fol- 
|lows is the second dealing with the 
general subject of ideas and their 
protection. The final portion of this 
| discussion of ideas will appear in 
| these pages shortly, and will review 
| the highly important matter of pro- 
| tection against idea suits.] 

} 


We saw in a previous article (Ap- 
VERTISING AGE, Sept. 16) that there 
is no protection for an abstract 
idea, however brilliant or unique, 
under either the copyright or the 
patent laws. We also noted that 
protection may be extended to an 
idea if and when it takes concrete 
form. But even then the protection 
covers, not the idea itself, but the 
form in which it finds expression. 

Applying the latter rule, the 
courts have, in several cases, given 
protection to concrete ideas in the 
field of advertising. Thus, in one 
case a well-known New York store 
was held liable for using some slo- 
gans submitted to it with an idea for 
a Christmas advertising campaign; 
and in an Indiana case a tobacco 
|company was made to pay for ap- 
|propriating an idea and the exact 
| words submitted in a letter reading 
in part as follows: “The idea con- 
sists of this: Two gentlemen, well 
groomed, in working clothes or in 
hunting togs, apparently engaged in 
conversation, one extending to the 
other a package of cigarets, saying, 
‘Have one of these,’ the other reply- 
|ing, ‘No, thanks; I smoke Chester- 
tields’.” 

The slogan and expressions in 
these cases were sufficiently definite 
in form to receive protection as 
| literary property at common law. 

Slogan Is Upheld 

In a third case a brewery associa- 
tion sent out an invitation for plans 
and suggestions for an extensive 
advertising campaign for a new 
|beer. An advertising agency sub- 


“The Beer of the Century.” 
agency’s plan was rejected, but the 
brewery later adopted this name. 
Thereupon the agency sued and was 


“services rendered,” the court de- 
claring that the agency’s services 
were professional in their nature 
and to be compensated accordingly. 

Here again it will be seen that 
the thing appropriated was concrete 
in form. If the agency had simply 
recommended that some striking 
name be adopted for the brewery’s 
product, without actually suggest- 


Ideas 
How They Can Be Protected 
By HARRY HIBSCHMAN 


[Editor’s Note: This is the fourth ,of ideas and become the acquisition 
of a series of discussions of adver- | of whoever receives it.” 
tising and publishing law and legal | 


ing a name, and the brewery itself | 


|had evolved the name “The Beer of 
| the Century,” the situation would 
|have been entirely different, and 
there probably could not have been 
any recovery. 

That there is a definite way in 
which the originator of an idea may 


number of cases. Among the earli- 


50 years ago by the highest court of 
New York, in which the plaintiff 
}sought to recover for an idea for a 
|new system for soliciting life insur- 
jane The court held that he was 
not entitled to any relief, laying 
| down in these words the rule that 
|} we noted above and in a preceding 
article: “Without denying that there 
may be property in an idea, a trade 


its originator or 
himself protect it from escape or 
disclosure.” 


Contract Is the Answer 


Having said that, the court added: 
“If it cannot be sold or negotiated 
without a disclosure, it would seem 
proper that some contract should 
guard or regulate the disclosure. 


Otherwise it would follow the law 


protect himself has been held in a | 


est of these was one decided nearly | 


secret or system, it is obvious that | 
proprietor must | 


These sentences have been quoted 
|repeatedly in other cases with ap- 
_proval; and the words in italics in- 
‘dicate distinctly by what means the 
originator of an idea may protect 
himself. The means is a contract. 

Two interesting cases that grew 
out of the New York World’s Fair 
will serve to illustrate the operation 
of the rule stated. In the first a 
consulting engineer sued the Fair 
corporation for a million dollars, | 
claiming that the Fair was his idea. 
He alleged that he had prepared a 
complete and detailed plan for the 
proposed observance of the 150th 
anniversary of the inauguration of 
George Washington as_ the first | 
President; that he had submitted | 
his idea to George McAneny, who | 
‘later became the president of the | 
Fair corporation; that McAneny had | 
agreed that he should be properly 
compensated for his labor and plans; 
‘and that the corporation had sub- 
sequently ratified this agreement. 
|In short, he pleaded a contract. The 
jcase was not allowed to come to) 
trial but was settled out of court 
|for an amount reported to have been 
| $45,000. 


Abstract Idea Valueless 


The other case arose out of an 
alleged submission to the New York 
Central Railway Company of an 
idea for the staging of a miniature 
railroad at the Fair as an adver- 
|tisement. The idea was set forth in 
a letter, but in merely abstract form, 
land there was no claim of an ex- 
|press contract. The court refused 
to hold the company liable, pointing 
out, in accordance with precedent, 
that an abstract idea could not be 
the subject of a property right in 
the absence of an express agreement 
entered into prior to the disclosure 
lof the idea. 

The same rule was applied again 
very recently in a case in which one | 
Rodriguez claimed that the Western | 
Union Telegraph Company’s “Tou- 
rate” service was in fact an ap- 
|propriation of an idea for a ship- 


mitted a plan in which was included |to-shore radio service that he had | 
a suggestion that the beer be called |SUbmitted to the Company some | 


The | years previously and to which he | 


had given the name “Travelgrams.” | 
jury gave him a verdict for $6,- | 
500; but it was set aside on appeal 


awarded judgment for $7,500 for |° the ground that the Western 


| Union plan was not the same as that 
‘submitted by the plaintiff. But the 
court in its decision recognized and 
|repeated the rule that, as stated in| 
the other cases, there could not be 


mont. 


any recovery in any event in the 
absence of an express contract. 


Suggested Approach 
While the cases described are all 


from New York state courts, the 
same rule has been accepted and 
applied in numerous cases in the 
federal courts and in the courts of 
other states, including, for instance, 
California, Connecticut, Kansas, 


Michigan, New Jersey, and Ver- 
So one may safely say that, 
if a person has an idea that he 
wishes to sell but at the same time 
wishes to protect so that it cannot 
be filched from him, the thing for 
him to do is to obtain a written 


contract, prior to disclosure, from 
any one with whom he proposes to 


deal. Such a contract may be in 
the form of a letter along the fol- 
lowing lines, it being understood 
that no attempt is made here to 
formulate an appealing sales ap- 
proach: 
Dear Sir: — 
I have an advertising idea that 
I believe peculiarly adapted to 
your business and that I am con- 
fident would materially increase 
your sales returns without adding 
to your expenditures. I would 
like an opportunity to present 
this idea to you in writing and in 
person upon the following con- 
ditions: , 
Ist, I guarantee that the idea is 
novel, original, and practical, and 
not publicly known; 
2nd, You assure me that you 
will give the idea fair considera- 
tion, and that, if you do not 
arrange with me for its use, you 
will not disclose it to any other 
person or party, nor in any man- 
ner make use of it or of the in- 
formation given you in connec- 
tion with it. 
3rd, The fact that you permit 
me to submit the idea to you does 
not obligate you in any manner 
except as stated in the preceding 


paragraph; but, if you find the | 


idea meritorious and desire to 
use it, you are to pay me the sum 
of $ or such other compensa- 
tion as may be agreed upon, and 
I will assign the idea and all 
rights in it to you. 


You will pardon me, I hope, for | 
being so meticulous in stating | 
these terms; but you are no doubt | 


aware that this is the only way 

to avoid possible misunderstand- 

ing later and to be fair both to 
you and to myself. 

An answer accepting the condi- 
tions laid down in such a letter will 
complete the agreement required to 
protect the interests of the pos- 
sessor of the idea and of the other 
party as well. That the letter may 
not be answered or that the condi- 
tions set forth may not be agreed 
to is, of course, a possibility. But 
without some such protection, the 


——— 


party with the idea may as wel] 
broadcast it to all the world. 


Should Be Concrete 


Should there be a satisfactory 
reply, then it is advisable for the 
one who wants to market the idea 
to put it in as complete, detailed 
and definite form as possible, for, 
by so doing, he may be able, should 
the necessity arise, to show that 
what he submitted, like the slogans 
previously referred to, was sufii- 
ciently concrete to be protected 
under the rules applicable to liter- 
ary property as well as under his 
contract. 

However, no matter how carefu'ly 
the correspondence, or even a for- 
mal contract, may be worded, ‘\¢ 
agreement cannot be enforced if 
the statement in the letter about 
novelty and originality is untrue. 4 
contract, as every one knows, mv st 
have a consideration. In a contr: ct 
to sell an idea the only consider \- 
‘tion for the promise to pay for t, 
if it is accepted and used, is the f: °t 
that the idea has the qualities men- 
tioned. If those qualities are lac'<- 
ing, the other party may approp::- 
ate the idea without incurring ary 
|liability, for it is already common 
property. 

To put it in a few words: An 
idea may be protected by contract, 
but it must be novel, original and 


A way 
to move your goods 


OFF 


of dealers’ shelves 


Better take notes on this, or 
tear out this ad, or memorize 
it. We've a conviction that 
SMALL ads often would solve 
the profit needs of most ad- 
vertisers. Their pleasant small 
unit cost enables you to ad- 
vertise regularly, persistently, 
stubbornly. Then, if you've 
made them able, given them 
planned intent, made them 
interesting readable memor- 
able . . . theyll do the things 
you want done, will change 
opinions, will control beliefs, 
will create preferences and 
liking for all you do and say 
and sell. Have you seen the 
O-Cedar ads in newspapers? 
Have you heard of our PLAN 
and COPY? How about 
readin’ our big book? 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


A new way to ‘‘stop them!’’—new ATLAS DISPLAY 
PRINTS, big, colorful and eye-catching BUT economical. 
Many a newspaper ad (or other illustrated selling copy) will 
become a dominating display, if you make it BIG. Now 


ATLAS Display Prints, up to 


54” wide mounted on strong, 


flat Superboard with an easel, make a big impression 
without the handicap of costliness. 


Send for a sample with prices. Remember ATLAS also 
for the other “‘big specialties’—Murals—Bromide Enlarge- 


ments— Jumbo- Stats, and now the big economical Atlas 


Display Print. 


ATLAS PHOTO 
| 


COPY COMPANY 


eS alll » ee . = 


To Give You An Idea 


of the scale of prices and quanti 
ties, 10 Display Prints enlarged 
24”x36”"” from one original, $1.7 
each — 25 at $140 each — othe 

quantities and sizes in proportion 
Color is not restricted to black, bu' 
AT NO ADDED COST can 
blue, brown or red on white. Writ 
or phone Atlas, Whitehall 75° 

and let us show you how the net 
Atlas Display Print will help solv 
your display problem — econom 

cally, 


225 MN. MICHIGAN AY 
919 WN. MICHIGAN AV 
221 W. LASALLE S 
104 S. MICHIGAN A 


. 
2 
E 
s 
n 
ii 


o @® we ity 


— 


te oO os 


2 a i ™iltitin Bie ue 3 Pen My : x T : i a ec i ny ia rs i ne Lael = ; i eg ‘ Py ‘ a } “A 
= a Pp : 
io Se \ 
Pp ne ‘Z nl "$3 ~ <a 
ae / . “| = 
j ip a ‘a p ‘o> 
EE &) ee 8 a 
4 at ce SS a_i ‘i 
a vegas ; ’ a a zi ¥ ates 
“ oe: » at Zz 
te 7 I 
“es ul , 
Sa t 
pe : 
r 5 eae ( 
: eee Se 
= : 
at oe e ‘ 
ee ; 
. Re - ] 
7 
. | } 
ae P 
+i, es a 
u \ 
= t 
: om 1 fe 
ted Blow-ups--- me Each 
ee Moun 
" | 
d ) Td | 
i “ NDAY VISITOR ee —— 
aT ee 
ima” 
| ee 
, ee i ot 
| : 
i | 
; ‘ re ‘-° 0 i a trae OR f - - ies gid eb yo aaah, : age eh ay x 4. 2 ae ‘ ies Serta gem Dek a 3 Daag 
é ' BF * ge ws fo ee BP pF ge OPE GP jee Sees eee co EAA if ae C a eee eS Fe ae es We, & é x a al 


September 30, 1940 ADVERTISING AGE 15 


ZIPPRODT'S WORK Newspaper Copy Used Name Awards Jury for N.Y. Ad Club Opens ‘New License for WTIC 
for Don Juan Line Outdoor Art Exhibit Ben Franklin Hall The Federal Communications 


Don Juan, Inc., New York cos-| Entries will close Oct. 18 for the| The Advertising Club of New |CO™mission has granted a full time 
metics manufacturer, has launched | 11th annual Exhibit of Outdoor Ad-| york has opened a new assembly, | Pe manent assignment to WTIC, 
a national newspaper advertising | vertising Art which will be held in | jecture and exhibit hall on the club’s | Hartford, Conn., replacing an ex- a 
campaign in behalf of its new “at-|the galleries of Marshall Field & |jower level called the Benjamin | Perimental license held for eight ig 
omized” face powder and its line | Co. Nov. 7-16. ..|Franklin Hall. The name. was |>°®"S: i 
of lipstick. The jury of awards which will | selected in a “What’s My Name Con- | 

First space is being taken in| Choose the 100 best advertising de- | test,” the prize winner being sub-| Moves Ad Department 
newspapers in New York, Chicago, | S!8ns for the year will consist of 19 | mitted by Andrew J. Haire of the | Hecker Products Corporation 
Philadelphia, Boston, Los Angeles,|Sales and advertising managers, | Haire Publishing Company, who | New York, will move the advertis- 
San Francisco, Detroit, Pittsburgh, | @gency executives, art directors and | thereby won himself a box of cigars.|ing department of its shoe polish 
Cleveland and St. Louis. Other | others. | Givieies Bgl on 


P oy 4 division to its Indianapolis offices at 
Robinson Plans Drive Morris and Harding streets about 
Robinson Mfg. Company, West- Oct. 15. 

ae David M. Sloane, formerly pub- | field, Mass., maker of Robinson Re- 
Cc 4 Drum Promoted |licity director of the National As-| minders, is planning a fall and Show Interwoven Samples 

° sociation of Retail Grocers and ad- Christmas advertising campaign, Chemical Paper Mfg. Company, 
Owens - Illinois Glass Company,|vertising manager of the Clover using Esquire, Life, Mademoiselle,| Holyoke, Mass., has issued a new 
Toledo, has promoted Charles L.|Farm and National Brands stores,, The Saturday Evening Post and|Interwoven cover sample book. 
Drum, Chicago branch manager, to | has purchased National Delicatessen | Time. Dealers are being offered 17|Copies are available from the com- 
Western sales manager. Grocer, 39 Broadway, New York. displays. pany’s office. 


cities will be added soon. Meldrum 


& Fewsmith, Cleveland, is the Buys “N. D. Grocer” 
agency. geo 


This combination window display and 
wall piece, produced for Stitzel-Weller 
Distillery by Zipprodt, Inc., Chicago, was 
erroneously credited to another organ- 
ization in Advertising Age last week. 


not already public property. And 
it will add to the extent of the pro- 
tection afforded by a contract if the 
idea, when offered for consideration, 
is submitted in as full, definite and 
complete a form as its nature will 
permit. According to the decisions | 
of the courts, this is the only way, | 
- under the law as it stands today, | 

and Cotton Mills, chairman of the 

cotton association’s public rela- | 


that an idea can be offered for sale | 
and at the same time naga 
against appropriation by others. It 
is by no means a simple way, but it 
is not an impossible one. 
enuteneieine | 

Buy Space for Georgia | 
Essay Contest | 
Space will be bought in 240 | 
Georgia daily and weekly news- | 
papers to announce the Georgia. 
educational scholarship essay con- | 
test sponsored by the Cotton Manu- | 
facturers Association of Georgia. | 
tions committee, and T. W. Forbes, | 


to Georgia,” and offers 40 awards 
to students and 20 awards to teach- | 
ers. } 
The plan for the educational cam- | 
paign was developed by the Freitag 
Advertising Agency of Atlanta in 
association with Norman E. Elsas, | 


vice-president of the Fulton Bag | 


The contest will be on the subject, 
“The Importance of the Cotton Mills | 
executive secretary of the associa- 
tion. 


G-E Promotes New Clocks 


General Electric Company, New 
York, will promote its new line of 
22 G-E electric clocks with a cam- 
paign using Look as its spearhead, 
supplemented by featured treat- 
ment in the regular G-E advertising 


ee oe 7 he Sun Set 
ful ty on Sales Rise as the Sun Sets 
er’s Wife. Ten business papers will 


also be used. Maxon, New York, 
is the agency. 


—_——__— As the sun slips down in the western sky... in the Philadelphia retail trading area. 
Ryan Joins Peck , : : ; A isi 

‘ sk your advertising agency about the greater 
Mork Ryen, formerty with Top-| tomorrow’s sales are being made in Philadelphia. y e g agency about the greate 
ing & Lloyd, New York, has b , — , Sven} tn circulati It with- 
otal qdkatien tetanam oe The Evening Bulletin is in the hands of its value of Evening Bulletin circulation—built with 

Peck Advertisin Agency, New P . awit _ ote H . 7a0 
York. See readers , . . as they enjoy their hours of leisure. out subscriber contests, premiums or prizes .. . 
From the Navy Yard to the widespread new its daily circulation leadership for thirty-five 


Z . home developments beyond the northern edge of years . . . its coverage of the Philadelphia market 
, at one of the lowest costs per reader in America. 
the city ... from the homes clustering around the SO GE SRE TOONS CUED OF SOREN ae asians 


IN THE 9% RETAIL MARKET great industrial plants in Frankford to the Main 


Readers Spend Over 43% More Time on The Bulletin 


Line suburbs... Philadelphians are reading The In a recent impartial survey, when Philadelphians answered 
2 the question, “How much time did you spend reading these 
Evening Bulletin, discussing its news and adver- Philadelphia newspapers yesterday,” the results were: 
j Gyerage ee Time 
ising ] ing tomorrow’s purchases. a psig 
tising .. . and planning ! Evening Bulletin readers 54.5 min. 52.8 min. 
’ Rail ° ° . vee s adver. Newspaper No. 2 readers 37.9 33.7 
Re Hevthwest’s Leatian Radle Stati The Evening Bulletin introduces the adver Mowsneper Me. 8 readers 28:7 36.9 
orthwest’s Lea ing Ratio tation Newspaper No. 4 readers 35.0 824 


tiser to more homes in the City of Philadelphia 


Women spend at least 43.1% more time reading The Bulletin 
Ww : . ’ . ~ beaiens _ than any other Philadelphia newspaper. 
than any other daily newspaper, morning or Men spend at 7 43.8% more time reading The Bulletin than 
° eo . . . . ther Philadelphi ’ 
N BC evening: 95% of its circulation is concentrated ee ee 


fmimimam hOhaatin toe hom SK, Sonny (helltin 


opyright 1940, Bulletin Co., Philadelphia 
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ADVERTISING AGE 


September 30, 


1940 


URGES ACTION 


WHAT HAS HAPPENED 


5,000 Newspapers 
Join Celebration 
~~ ‘of Week Oct. 1-8 


New York, Sept. 25.—More than 
1,000 daily newspapers and about 
4,000 weeklies have reported to 
Newspaper Association Managers, 
Inc., the committee in charge of 
National Newspaper Week, Oct. 1-8, 
that they intend to participate in 
the nation-wide public relations pro- 
gram for the press. This participa- 
tion is expected to take the form of 


TO THE MIRACLE OF PHILADELPHIA? 


meetings, visits of the public to 
newspaper plants, contests, etc. 

Advertising mat services are co- 
operating in the National Newspaper 
Week promotion by releasing spe- 
cial mats devoted to the subject. 
Most of them are built around the 
theme of the committee in charge: 
“The Press Constitutes the First 
Line of Defense in the Battle for the 
Maintenance of Democracy.” 

The committee has estimated that 
the advertising space being devoted 
to promotion of the week, if figured 
at average advertising rates, would 
amount to about $1,000,000. 

President Roosevelt has endorsed 
the program in the following letter: 

“I hope in observance of National 
Newspaper Week that due empha- 


sis will be placed on the necessity 
for maintaining freedom of the 
press in a democracy. Freedom of 
conscience, of education, of speech, 
of assembly are among the very 
fundamentals of democracy and all 
of them would be nullified should 
freedom of the press ever be suc- 
cessfully challenged. 

“I have little fear that freedom 
of the press will be abridged from 
external assault in this country. The 


danger is from internal corruption. | 


If our press exemplifies a passion 
for truth and justice and fair play 
to all, it will avoid that spiritual 
paralysis and decay which are the 
deadly enemies of our free institu- 
tions. 

“I trust, as a result of the forth- 


coming celebration, that our news- 


papers—great and small—will ri 
anew to the tremendous responsi 
bilities which are theirs.” 


Lord to New Bedford 


Merrill Lord, former publisher 
the Telegram - American, Syracu 
N. Y., has assumed new duties 
business manager of the Standar 


Times and Mercury, New Bedford 


|Mass. Mr. Lord was one-time vic 
president of the Chicago Herald 


lisher of the Boston Herald. 
Appoints Federated Sales 
Federated Sales Service, Bosto: 


sel for Hewes and Potter, Inc., Bo 
ton. 


se 


Examiner and assistant to the pul- 


has been appointed marketing coun - 


Asserting that the people who were 
responsible for the nomination of Willkie 
have not done their part since that 
time, admen Chester LaRoche and Ted 
Patrick of Young & Rubicam purchased 
this page in the Fairfield, Conn., News 
Sept. 20 to explain how the reader 
might help the Willkie cause along. 


Eureka Promotes 
Cleaner and Coffee 
Maker in Drive 


Detroit, Sept. 25.—Following test | 
campaigns in such cities as Detroit, | 
Milwaukee, Rochester and Colum- | 
bus, Eureka Vacuum Cleaner Com- 
pany is observing its 30th birthday 
with a combination offer of its 1940 | 
Eureka Swirlator Action Cleaner | 
and a Vaculator coffee brewer set, | 
represented as a $55.70 value, for | 
$35.88. The promotion campaign | 
accompanying it marks the com-| 
pany’s first major campaign since 
switching its sales policy from di- 
rect house-to-house selling to) 
wholesaling through electrical ap- | 
pliance dealers. | 

Newspaper advertising will be 
used in addition to special window | 
trim and posters, consumer dodgers 
and cooperative ad layouts and 
mats. 

Copy prepared by Brooke, Smith, | 
French & Dorrance, Detroit, Eure- | 
ka’s agency, plays up the fact that | 
it is “Eureka’s 30th birthday spe- | 
cial.” Window trim consists of a | 
two-color six-piece set. Window | 
posters are large, two-color blow- | 

' 
| 


ups of advertising copy. Consumer | 
dodgers are supplied imprinted with 
the dealer’s name. 


Expand Adler Elevator | 
Shoe Campaign 


Eight metropolitan newspapers | 
have been added to the list, in ad- 
dition to Esquire, in an expanded 


campaign for Elevator shoes, a 
product of Adler Shoes for Men. 
The present copy theme is “Now 


You Can Be Taller Than She Is.” 

Raymond Levy Organization, Inc., | 
New York, has the account. Charles 
L. Rothschild is account executive. 


©e A HANDBOOK) 


for better newspaper advertising 


It will pay you to see NEW FACTS THAT MAY WELL CHANGE YOUR 


a 


Qi 


SEE 
IT! 


Here's a common-sense resume of how you 
can improve newspaper advertising repro- 
duction. Covering engraving, photography, 
artwork, typography, and lockup, it gives 
you answers it's taken us 40 years to find 


The Rapid Electrotype Company 


Cincinnati, Ohio 


“Ally of advertisers since 1897” 


WHOLE SALES PICTURE, Country Gentleman's analysis of the United 
States Consumer Purchase Survey. When our representative calls, let him 
show you this important study —or write Country Gentleman Advertising 
Department, Philadelphia, Pa., for a copy. 


NEW FACTS 


— 


change your whole 
sales picture 


* : a! 
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New “Yachting Bulletin” Swiss File to Michel Con | p rf jices offered by individuals and GETS A BOOST 
Yachting Bulletin, Chicago, pub- The American Swiss File & Tool ommercia a |firms engaged in legitimate com- | 


| "1° , 7.) . ste Aru ipec 
lished for the last three years as a | Company, Elizabeth, N. J., has ap- |merce; whose products, services, 
weekly yachting newspaper in the | pointed A. Eugene Michel and Staff, jradio advertising, testimonials and 
Great Lakes region, has been |New York, to handle its advertis- of NAB ode ‘other statements comply with per- 
ch nged to a monthly with maga- ing. Business — papers, bulletins, | tinent legal requirements, fair trade 
zine format. catalogs and direct mail will be 


iiesiatnaiadaiteal used . | practices and accepted standards of 
nn | good taste. 
Coleman Todd Moves 4 Effective Oct. | \* Brief handling of commercial 
Coleman Todd & Associates Thayer to Remington y is re cmieeul d. For daytime 
x : ~ >| co Is recc onae < 4 
Mansfield, O., agency, has purchased Thayer Company, Gardner, Mass., Washington, D. C., Sept. 25.—The | we 


F broadcasting the code suggests that | 
an old mansion at 248 Park ave-| maker of baby coaches, strollers commercial section of the code of | ¢ommercial copy for 18-minute pro- | 
nue, W., and converted it into |and doll carriages, has appointed 


. Nz i é Ss “Le i roaa- > > > 
modern offices and studios. Wm. B. Remington, Inc. Springfield, | 7 tone! Association of Broad-| grams be held to 3 minutes, 16 
opaelinietedicnidas Mass., to handle its advertising. casters, which was adopted by the |seconds: 30-minute programs, 4 
poi hmi ~ op NAB board of directors in Sep- | minutes, 30 seconds; 60-minute pro- 
— ren f “oe Appoints Allen-Klapp tember 1939, will become effective | grams, 9 minutes. For nighttime 
oe ee ee, ee Ie broadcasting 15-minute programs 
an art director with Batten, Barton,| The News-Democrat, Goshen, —_ -. — Se Se ail ‘ ° .. tes. 30 B tenn of | 
Durstine & Osborn, has been ap-|Ind., has appointed Allen-Klapp-| This section of the code limits|call for 2 minutes, 30 seconds of | 
pointed art director of Moser &|Frazier Company as its national acceptance of programs and an-j|commercial copy; 30-minute pro- 
Cotins, New York. representative. . nouncements to products and serv- | grams, 3 minutes, and for 60-min- 


L. J. Gumpert, director of sales for B. T. 
Babbitt, Inc., for the past 15 years, who mt 
has been named a member of the com- o 

pany's board of directors. sl 


ute programs, 6 minutes. It is 
noted that these limitations do not 
apply to participation programs, an- 
nouncement programs, “musical 
clocks,’ shoppers’ guides and local 
programs within these classifica- 
tions. Where unusual local condi- 
tions may rule the door is held open 
for special rulings by the NAB. 


Liquor Is Banned 


To clarify the phrase “accepted 
standards of good taste” the NAB 
has resolved that member stations 
shall not accept for advertising: 
any spirituous or “hard” liquor, 
any remedy or other product the 
sale of which or the method of sale 


ee ’ P mt fun « So om anne Ran 54a of which constitutes a violation of 

J. $. Government Survey answers 4 of advertising’s O market in all history has ever been so definitely a at ek Gees 

. : . . ripe for profitable selling as the upper-half of the reading, or character-reading, by 

livest questions to show for the first time the huge . ° handwriting, numerology, palm- 
rural field is today. In no other market has there ever 


. , ' reading, or astrology or advertising 

opportunity in the Agricultural Market! been the concentration of such vast buying power . . . still | related thereto, 
Schools that offer questionable 

or untrue promises of employment 


; _ as inducements for enrollment; 
1 Today, the total retail purchases of rural pasene. ‘matrimonial agencies; offers of 


undersold .. . and available to advertising through a single 


families are twice as great as retail sales in That magazine is Country Gentleman. We support our | “homework” except by firms of un- 

I pl ' . | questioned responsibility; any “dop- 
am claim of market dominance with two uncontrovertible ester,” tip sheet or race track pub- 

. - . . » eae jlications; all forms of speculative 

r a facts. First, our 2,000,000 circulation is among families finance; cures and products claim- 

2 Today’s average rural family has as much ; : ; tarde of liv; « to | ling to cure; advertising statements 
F se . > é sti ards O ying prove them to be See : : 

money to spend as the average urban family! w a? ae oe ae Ce ve ye . or claims member stations know to 
definitely upper-half. Second, Country Gentleman has an be false, deceptive or grossly ex- 

, ‘ . ; : , F ae jaggerated; continuity which de- 

7 3 Today's average rural family has even greater influence with its readers that is unique in publishing | scribes, repellently, any functions or 
savings than the average urban family! history. What other magazine can boast a hundred years /symptomatic results of disturbances, 


| > 
ior relief granted such disturbances 


of successful leadership of a single-minded group like the /through use of any product; unfair 


4 Today’s average upper-half rural family is an 


people of American Agriculture? jattacks upon competitors, compet- 
even bigger, more important prospect for ad- pe “9 = See ge Ae acl 
—_ ; ‘hen one publication has the power to move a might ete gE tee rag Palen gee goer va 
vertised merchandise than the average upper- When PY as t I F ently ‘and misleading statements of price 
half urban family! market so obviously ready to buy, we believe that market ‘or value or misleading comparisons 


and that magazine represent 1941’s outstanding adver joe Goa Se 
*The term “‘rural”’ in this study refers to towns under : F ae a : ; are 6 i 


2,500 population and adjacent farms. tising opportunity! le L. Seni -" o0 

: Ls mith to “Elks 
| Thomas L. Smith, recently ad- 
| vertising manager of Hillman Pub- 


| lications, has joined the New York 
‘staff of Elks Magazine. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


The Army Cheers 


To the Editor: The cement- 
blocked Stetson of this allegedly 
hard-boiled Army sergeant is re- 
spectfully doffed to the genius 
authoring that “Happiness Club” 
squib, Ad-Libbing department, your 
Sept. 16 issue. 

That’s writing! 

HERBERT E. SMITH, 

Technical Sergeant, “U.S. Army 

Recruiting News,” Governors 

Island, N. Y. 


7, FF F¥ 
Caterpillar Profits 
from Newspaper Idea 

To the Editor: They say there’s 
nothing new under the sun, but 
here’s one that we had never heard 
of. 

Eddie Ellis, a Peoria Journal- 
Transcript reporter, with a flair for 
fiction, had an idea that an original 
serial story, using an actual indus- 
trial plant as a background, would 
make a swell feature, as well as a 
circulation getter. 

So Eddie spent several days 
around the Caterpillar plant, talking 
to the stenos and factory employes 
and getting acquainted with the 
set-up in general. Then he went to 
work on his 12-issue serial which he 
named “Caterpillar Whiz.” The hero 
was an earnest young machinist, 
who just loved to invent things. 
His name was Rodney Q. Philbott. 
He was nuts about mottos and his 
locker door was plastered with such 
gems as “a rolling stone gathers no 
moss.” 

Of course, the kid falls in love 
with a steno; of course, the plans 
for a safety device he was inventing 
were stolen; and of course, the vil- 
lain was aé_é fellow Caterpillar 
machinist and quite the berries as 
an athlete on the employes’ softball 
team. 

The J-T was smart in timing the 
start of the serial with the return 
of our 10,000 employes from their 
2-weeks’ vacation. 

Our boys went for it in a big way, 
especially as Rodney marries the 
steno, wins a promotion and gets 
full credit for his invention. Maybe 
you can give the villain some kind 
of a job—he was fired. 

The foregoing looked like a good 
tip for any industrial town, so here 
it is. 

Burt Powe Lt, 

News Editor, Caterpillar Trac- 

tor Company, Peoria, III. 


_ 


Advertisers Have Pull 

To the Editor: We are of the 
opinion that the four people in the 
Eastman Kodak ad were as sur- 
prised and delighted as the three 
people in the Falls City Beer ad at 
what they assisted in pulling from 
the well. 

The placing of these advertise- 


ments was purely coincidental, but 
we thought you would like to see 
this strange concurrence. 
B. A. SEESSEL, 
National Advertising Manager, 
The Chattanooga Times, Chat- 
tanooga, Tenn. 


A 


Wants to Keep 


Those Destroyers 

To the Editor: If these are the 
destroyers everyone is talking about 
why are we so anxious to trade 
them to Great Britain? 

Why 50 like these must be worth 


WHAT'S THIS 


‘Over-Age Destroyers | 
" Moored at Halifax, N.S. 


Ae dh, 


fA hy | 


Correspondent reading his Boston paper 


becomes alarmed at possibility that 
these "destroyers" have been traded to 
a foreign power. 


at least all of Canada, not just a 
few small island bases. 

I suggest that all patriotic Amer- 
icans go to Halifax and discover 
what we really are losing. 

Maurice A. KIimBALL, 
East Walpole, Mass. 


. 3 


Calls for Action Against 
Anti-Advertising Forces 

To the Editor: Why don’t we ad- 
vertising men copy the courage of | 
Wendell Willkie and attack those 
who would destroy advertising, in- | 
stead of letting them do all the 


KODAK GANG PULLS UP A BUCKET OF BEER | 


o--- 


When « mapshot's “simply ee 
4 wes mode Keodok Film (UST WHat THEY Wwiswee roe 


Perfect harmony between two non-related advertisements is evidenced by this 


- -_« — —— 


well 


erereeemer 
Towns coat 


accident of make-up. 


attacking while we sit back and 
take it? 

Are we so used to agreeing with 
the customer that we have lost the 
power to resent those forces that 
would destroy the American way of 
doing business? How much longer 
are we going to let the economic 
dabbler slap our face, and just 
smile? 

For instance, Assistant Attorney 
General Thurman Arnold, in “Bot- 
tlenecks of Business,” wants to 
make buyers think that sales pro- 
motion makes gasoline cost the 
motorist 12 cents instead of 6 cents. 
He says that millions have been 
spent in advertising different brands 
that were in fact all the same— 
and he takes a crack at the attrac- 
tive filling-station, helpful maps, at- 
tendant’s smile, and claims that 
government relief checks must pay 
for that “hokum.” 

He says that the average cost of 
getting gas through ten feet of hose 
into your car is six cents a gallon, 
the same amount it costs to get it 
all the way from the well to the 


pump. But he doesn’t say anything 
about the other six cents that is 
collected for taxes. 

The cost of retail distribution is 
redistributed quickly into wages— 
those who build stations, those who 
operate them, those who deliver 
service, those who sell and advertise 
and plan for a greater and richer 
America. Would he take the money 
away from these workers? 

We all know where the tax money 
goes—and know how long it takes 
to get it back into the hands of 
workers! 

When Mr. Arnold talks about 
distribution efficiency, as if govern- 
ment controlled industry can do a 
better job for the consumer than 
can the private concern, the facts 
are against him. Where would we 
be today if there had been no pri- 
vate initiative? 

How many inventions and im- 
provements have sprung from gov- 
ernment sources? How many of the 
inventions in the patent office were 
contributed by government em- 
ployes, especially politicians? Even 
in the field of agriculture, where 
the government is supposed to shine, 
who improved the most fruits and 
plants?—Burbank, the individual- 
ist. Who developed the sprays for 
plant protection?—du Pont or some 
other private chemist. Who pro- 


moted tillage economy?—Ford or 
some other tractor manufacturer. 

Mr. Arnold may think that be. 
cause only 13 per cent of the popy- 
lation can afford to buy advertise 
goods, advertising should be done 
away with. But I am afraid that 
if such theorists have their way, the 
urge to progress will pass away ‘oo, 
and instead of finding themselves: iy 
control of industry, they will be 
trying to manage a poor-house 

P. M. JAQuEs, 
Jaques Tested Advertising 
Providence, R. I. 
a co 

Misconstruction 

To the Editor: Unfortunately ‘e 
news release we sent you in conn. c- 
tion with the Pennant waffle sy: up 
illustration which appeared in yur 
issue of Sept. 2 was misconstru 4d. 
The new glass container in wh ch 
this new Pennant syrup is packed 
does not replace tin for the line. In 
fact this syrup is an entirely nw 
type Pennant syrup and is packaged 
only in glass, whereas the other 
syrups manufactured by Unon 
Starch & Refining Company, (o- 
lumbus, Ind., are still packed in tin, 
as they have been for over a third 
of a century. 

Howarp C. CALDWELL, 
The Caldwell-Baker Company 
Indianapolis, Ind. 
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Our Large Fireproof Building 


Completely equipped with modern automatic machinery 
for the economical and satisfactory production of 


PUBLICATIONS 


HOUSE ORGANS— BULLETINS 


CATALOGS 


Our prices are reasonable for the quality of work desired, and orders 
of any size can be handled efficiently and promptly. Be it Catalog, 
Publication, Booklet or Broadside, each is handled by men with 
years of experience in the highest standard of quality. 


We welcome an opportunity to discuss your printing 
Estimates gladly furnished. 


PRINTING PRODUCTS CORPORATION 


Wabash 3380 


CHICAGO 


des at 


nn * rt Of me be me ra me me TO 


aw ea ae ee oe a. ee 


at ramets - i i 3 = wae + Shed ie. ee hepa ha UNA eigtire Geek te 4 ee - gy are “nee” i mM * aie 0 ng 
one e 18 ee fF ‘ 
7 =. 
“s 
bes ~ — | 
oe ae 
gers 
—* a | 
Ste 
pe 
gets: 
ye a 
Poe A 
i | ee 
% eo | . : t ate , “a \ LL 
<— ee or \ gg | 
; 62 ” nai | "ea 
‘4 4 ; fe “! ‘ELS La * ~*~ wR a," 
ts il yy rS : "sine >. 
5 | a= 4 4 : »* _—— 
| iz _" a ; ; 
pfs n atte ’ i Se , —S 
= a - -- ft ( ) 
a nee i iM _— 
*' ; | Tk OWE 3 | ; Za 1) 
a a . . 4 or oa . 1 ; 4 4 imi Ty a tr \ 
= ee. ee Ce ) =a aS ae 
i ee’ | Jean Cornong, left, « a he ‘ ba ! a { Belmont as they arrived home R Py q = we ' ba ~~ we QD 1. na ‘ 
"§ ‘ sf ’ a aa ’ eo om wth noe ree. | : , yO. oy Rue A a ll 7 
i ee | [eco Ria etaeeatate, tuomn coven st Ree toon on, coutennty eatral eo ser @ a, a a me ga | 
My ok |sripeedtewe Sy specie! Wain after te: | sell os agship st ‘the ‘Amortcen ah = é ri | . wa | : 
an ae. or © Brivieh news! crews in oper esiroyer equadr TT “4 = = = 
» | |ieersicataea ook bv a hea Sar tore —_ sae sf es eee me 2 er r: 
oe. ESSE a oe | FF CA 7 UT = a id SOO , | - 
° “Retas Nene atten, | set jm, Masta Gig, Nantes _ a et el a | et | F 
. | |Seeiesw. C"'wand'ona'n wr tiponss:| "Thers'ee ft posamnenr, tty ve-[ | a oS "<n | ried aed | | 
Pane e <a * - ed rl 7 = i Cc 
pe | — et ee d 
: | : Mi ee | 
3 ae | | ——- fk — | falta ce Ce cs “ 
. = ale - =~ 
F | Sie SE all fe af ienemmeel ) : 
™ b 
= | th 
ne ers a m 
F | al 
— ae ir 
PT tr 
- @ H 
a fa 
2 ae al 
+ Pr 6 with Ne 
Ss te am eg ; / mm ae ee ' 
ae . @S - ae aes foe 
: kK 1. ie -\: 
e a : a5, ee 4 J 
? /™!: ‘“ H a * sal ; Ae 7 
4 ‘ ry 4 “— ‘ — f % “ Le 
/ wt, Pho a — / f 
Pes. Th = aoe : ° + } . 
& a - " fa 
. *napshes,” ee i 
; are ow mn tate 8 Our OF rms wou ~ Ci 
: KODAK Fiiy aes eeetenemoel BR: 
— ne ———— | a es ae a 
; Sai @ A Sart SEs. Sal City 
| Seas @Aeesse SSeS noe k 
| eS 
r % Mee ‘ | tee oo Ef, : ; « . ae + Tie pi. : : an ; ing a ‘ ‘ ® i | >i : tet fe ae ate ; ra As Z re ; & spe Pha 
: ? = ‘ “ F al ’ j >. - be {+ a = te > ¢ - ; art begs § Pi eS ae Ba. ae or pi By ee a * 3” 5 alee oe am "he, 


ae ee a BAPE oc ited 
hae 5PM ie re 


September 30, 1940 


-— 


ie ry % 


il 


ADVERTISING AGE 


NEW YORK APPEAL 


Appoints John Sweeney 


Three Utah Radio 


Studios and business offices of the | Eagle Games on WFIL 


The John M. Sweeney Company | Intermountain network are in the| Atlantic Refining Company will 
| publishers’ representative, has been Stations Set U Mcintyre bidg., Salt Lake ee broadcasts of the Phila- 
AN AppEAL TO Every AMERICAN named New England advertising P bene N. Vratis will oo ge ag ad-|delphia Eagles professional football 
; representative for the Graphic, ; vertising manager an e George | games of 1940 over WFIL, Phila- 
fro & Perot LORDON Newton, Mass., and the Hull-Nan- Regional Network P, Hollingbery Company will be/|delphia. N. W. Ayer & Son is the 
a Ne ee ey eee tasket Times, Hull, Mass. Salt Lake City, Sept. 25.—Three | the national sales representative. | agency. 
er ee - awe Utah radio stations—KLO of Ogden ————— ee 
| [a Paine Appoints Smith and Salt Lake City, KOVO of Provo | Denohue Joins Wheelock To Albert Frank Agency 
. S—saes Se Alfred E. Smith has been named | and KEUB of Price—have organized Joseph Donohue, who has been|.. Henry T. Rockwell, formerly with 
i a member of the advertising de-|the Intermountain Network as a with William Esty & Co.. New York, | Batten, Barton, Durstine & Osborn, 
Sess — s ‘os —¢”e —— full-time regional network. The for the last five years, has joined | New York, has been appointed head 
pe Tn hy pe pany, Soston. e was former!y | stations will join the Mutual Broad-|the copy department of Ward|° the radio department of Albert 
a tenet ile ona of the Boston | casting System as a group Sept. 29. | Wheelock Company, New York. Frank-Guenther Law, New York. 
Se . KLO is a 5,000 watt full-time nae cial cnesennniine 
ane er cintem nee . /outlet while KOVO and KEUB are ‘ 
ee SS Milton Burnham Promoted |250 watt full-time local stations. Muralo to O'Connell Anderson to KDYL 
“Taeettned  tneaaemnae Milton Burnham, assistant adver- | kovo and KEUB will be served Muralo Company, Staten Island, Thomas H. Anderson, formerly 
e ype Oe A tising manager of Pacific Rural) ‘ : N. Y., has appointed R. T. O’Connell | manager of the Oakland, Cal., office 
- aaeeemameeas ee Press for more than four years, has | ®*¢lusively by Mutual while KLO| Company, New York, to direct ad-|of Pacific Railways Advertising 
p Auuep Reurr Fun> | ===" | | been promoted to sales promotion | Will carry both Mutual and NBC | vertising of its painting and plaster- | Company, has joined the sales staff 
r | 7 wuuen sreaet, saw wees. & ¥ ————~ manager. | Blue programs. ing products. of KDYL, Salt Lake City. 
. ee 
. ; 
q This full-page copy for the Allied Relief 
n Fund ran in the Times and Herald Trib- 
: une in New York last week. Proofs have 
. been sent to affiliated committees in 
d Boston, Philadelphia, Chicago, Rich- 
Tr mond, Houston, Los Angeles, San Fran- 
n cisco and St. Louis, in the hope that 
= private contributions can be received 
n, there to permit local publication. 
‘d 


Ad Women Form 
Stubbs & Montgomery 


Two Chicago advertising women 
with a background of fashion and 
retail experience have amalgamated 
their activities under the name of 
Stubbs & Montgomery, 540 N. Mich- 
igan avenue. The principals are 


—I ae 


Betty Stubbs and Maid Marion 
Montgomery. They will act as| 
fashion counselors to advertisers 


and agencies and will offer a com- 
plete copy and merchandising serv- 
ice, performing every function ex- | 
cept that of buying and placing | 
space. 
Mrs. Stubbs was recently adver- 
tising manager of Charles L. Stev- 
ens & Co., Chicago department store, 
and formerly handled women’s ac- 
counts with Aubrey, Moore & 
Wallace and Stack-Goble Advertis- 
ing Agency. Mrs. Montgomery was | 
fashion director of the old Davis 
store in Chicago, and more recently 
with Leschin, Inc., Chicago. She 
formerly served Associated Dry 
Goods Corporation, New York, and 
the Dayton Company, Minneapolis. 


Reading Coal Using 
Radio, Newspapers 


The Philadelphia and Reading | 
Coal and Iron Company, Phila- | 
delphia, has begun a 26-week sched- 
ule of daily spot announcements | 
over 18 radio stations in 11 Eastern | 
markets, featuring the company’s | 
new Red-Trademark Coal. 

Five cooperative newspaper ad- 
vertising campaigns are being of- | 
fered to Reading’s 3,000 dealers. | 
Mats are supplied and dealers may | 
use space commensurate with their | 
business, the company paying half 
the cost. Blotters, folders, a direct 
mail campaign and door hangers | 
also are made available to cooperat- 
ing dealers. Viola I. Schlacks is 
the company’s advertising manager. 


Detecto Sets Fall Drive 


Detecto Scales Corporation, 
Brooklyn, will use House Beautiful, 
House & Garden and Vogue in its 
fall advertising campaign. Alex- 
ander J. Kurk, New York, is the | 
agency. 


Thaw Out (ald Prospects WITH GOOD ADVERTISING ON 


PHAMPIUN PAPER 


How successful you are in converting prospects into good cus- 
tomers depends largely upon your product and copy appeal, and 
upon quality printing on good paper. Advertisers and printers 
recognize several papers as being good, but thousands find extra 
value in Champion, and stick with it for all their requirements 


in coated and uncoated book, offset, cardboard, envelope, cover 
and postcard. Turn on the heat with carefully planned and 


well executed advertising on Champion paper, and watch it 


melt away the sales resistance of customers and prospects. 


...BUT HOW ABOUT 
ITS DELIVERY? 


Your potent copy, costly plates, im- 
portant manuscripts have got to meet 
‘ deadline— perhaps halfway across 
the continent? Use proven, depend- 
able RAILWAY EXPRESS — trusty and 
‘ast. Right from your door to con- 
‘Wgnce’s, without extra charge, in all 
“ities and principal towns. Perfect for 
Closi 1g date crises. Low rates. Phone. 


THE CHAMPION PAPER AND FIBRE C€O., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. . . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers,"Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
PHILADELPHIA - CLEVELAND - BOSTON + ST, LOUIS - CINCINNATI - ATLANTA 


NEW YORK - CHICAGO - 
For super-speed use AIR EXPRESS 
— 3 miles a minute. 

‘Special pick-up — Special delivery. 


RAILWAY44 EXPRESS 


AGENCY Inc. 


NATION-WIDE RAIL-AIR SERVICE 
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Plans to Apply 
Tabloid Form to 
Business Daily 


Harrisburg, Pa., Sept. 26.—Adap- 


"THE IRONMASTER" IN HAPPY MOOD 


—— me 


The Business Digest 


| Significant Developments in Trade and Industry as 
| Reported by the Business Press 
Edited by RALPH O. McGRAW 


= 


tation of the tabloid technique to Colored Glass Marbles | by this new method have no 
the field of daily general business | Used in Industry /scratches” or burrs bo the s de 
journalism on a national scale will | /brought in contact with the slab, 


be attempted by J. A. Lazar, of | 
Philadelphia, in Tab-American, to | 
make its appearance in that city 
“in about six weeks.” | 

Mr. Lazar, who heads the Ameri- | 
can Publishing’ Association, of | 
Philadelphia, owner of one or two| 
trade papers, believes that such a 
daily, exemplifying a new high in 
condensation of news to meet the) 
constantly growing demand upon 
the reading time of business execu- 
tives, can survive without advertis- 


Little boys who play marbles on 


|the way to school are not the sole | 


‘or biggest customers of marble 
/manufacturers, an interesting arti- 
cle in the September Ceramic In- 
|dustry points out. 

| In the process of lithography, for 
example, glass balls are used to 
_achieve the proper finish to the sur- 


| face of the copper plates used for | 


| engraving. An astonishingly large 
total of glass balls is used for high- 
way markers and signs. Other in- 


thus eliminating the necessity {or 
burnishing or buffing operations in 
most cases. 


Plan for Expanding 
Domestic Oil Markets 

With the loss of a 17 billion bar:e| 
a year export market for gasoline 
|due to the war, and the furt)e: 
reduction of export of certain kirds 
by license restrictions by Washirg- 
|ton, the petroleum industry face: a 


| major marketing problem. The co- 


fe attachi ' , dustrial applications of glass balls | stic market cannot be expected 
ing. He is attaching a_ ten-cent ‘ P ; , ss ‘ ‘ . : ‘S|mestic market cannot pec 
price tag to his embryonic sheet, the Bennett Chapple, vice-president, American Rolling Mill Company, whose talks include their use in oil and acid |to absorb this great difference, e\ -n 
tre ; : on the company's air programs made him a familiar national figure, with fiters: some fish hatcheries use i i he sania 4 ; 
annual subscription price being $25. | H. von P. Thomas, Bussman Company, St. Louis, and Bob Hamilton, Dumore | th aaa th b tto f ls to sti . thoug me oo raped ee 
Advertising may be accepted later,| Company, Racine, Wis., at the National Industrial Advertisers Association | re = , ben — iggy eh Pegg hp consumption, but reac Mane. aiagn 
however. meeting. ulate spawning; paper mills use |can be made in this direction if the 


While some general news will be | 
handled, the new paper will follow 
the accepted pattern of printing a 
large volume of copy about special | 
trades, such as insurance, petroleum, 
etc., where developments come fast 
or where daily market quotations 
are essential to efficient operation. 


CCA Accepts Three 


Controlled Circulation Audit, Inc., 


Review, 


Beverage 


Industry 


'and Mid-West Contractor. 


|New York, has accepted the follow- 
ing publications for 


membership: 
| Pacific Road Builder & Engineering 


News 


Farrell Opens Studio 

Matt Farrell, formerly associated 
with Walter Engel Photography, 
Inc., New York, has opened his own 
studio, specializing in 
photography, at 218 W. 18th street, 
New York. 


advertising | 


| balls in connection with paper feed- 

ing devices; and they are used in 
the mechanism of non-refillable 
bottles, as well as bottle stoppers. 


The average world consumption | 


of glass marbles is about 250,000,000 
| per year. During the last two years, 
however, that number has been in- 
creased by one-third annually due 


‘industry will provide a_ stimulus 
declares Paul Truesdell, Univeral] 
Oil Products Company, in The dil 
and Gas Journal. 

The oil industry has never been 
stingy about advertising, Mr. Truvs- 
dell points out, so why not a co- 
operative promotion campaign 
‘headed by the American Petroleum 


to the temporary popularity of | Institute, or perhaps the joint effort 
Chinese checkers. The marble in-|of refiners and other oil industry 
dustry is fairly well concentrated | associations? The money might be 
‘@) in about six plants in the United | raised by assessing an infinitesimal 
States, which produce about 83 per | fraction of a cent a gallon on the 
cent of the total output. Five of the | expected gallonage of the year. A 
six plants are located in West Vir- | twentieth of a cent on the 20 bil- 
ginia. lion gallons consumed last year, for 
As in any other type of manu- /example, would raise an advertising 
factured product, there are both | fund of $4,000,000,000. 
high and low quality marbles. The| The campaign should be _ built 
: N low quality product is made from | around a slogan, Mr. Truesdell sug- 
scrap glass. Perhaps the best type | gests, which would stimulate greater 
of marble made is that used for the | usage of pleasure cars, busses, and 
oO OS production of fibrous glass where | motor transport. If every motorist 
the batch must be rigidly controlled. | would drive only 50 miles more a p 
. month the increased consumption tl 
¥ Rubber Dies for would total 30 million barrels. Some y 
| Metal Stampings of the slogans advanced for thought n 
| The use of rubber slabs instead |are: “Make It a Motoring Vaca- g 
|of the usual female die in stamping | tion”; “Five Can Ride for the Price a 
metal parts is now being employed |of One”; and “Get the Most Value a 
by a number of manufacturers un-|Out of Your Car,’ which would 
der license from the Douglas Air- |emphasize that a few more miles on m 
craft Company, Inc., Santa Monica,|the car will not materially reduce Ww 
oo Cal., Rubber Age for September | its trade-in value. w 
reports. One rubber blanket used . Ss tte Bi 
<A by the aircraft company for this High Speed Printing th 
purpose weighed approximately 4,- of Cloth Developed Wi 
ee 000 pounds and measured 160 inches| A new printing machine for Ne 
in length, 57 inches in width, and|cloth which makes it possible to wi 
11 inches in thickness. secure printing speeds ranging from sa 
In the new method, rubber is|10 to 300 yards a minute has re- tle 
/confined within a_ steel container | cently been installed in the plant of m. 
which descends slowly upon a/Cranston Print Works Company, ha 
lower press table where many types | Webster, Mass., which specializes se 
« of dies may be operated simulta-|on dress goods, shirtings, and pa- Ce 
in neously. When pressure is applied, | jama fabrics. 
a Ss ° the rubber conforms to the shape of While the new machine has not 
t ? 7 u the dies, thus forming and blanking | been subjected to any sustained, IF 
an Vv 1 4 the metal sheets into their desired | high speed runs, shorter runs of 100 
t t S e t shapes. In three presses operated |to 300 minutes indicate what is ex- T 
s mP 0 t v “t by the Douglas company, blanking | pected to become routine accom- 
n 1 \ a s\ we and forming operations are contem-|plishment, the article in Textile of 
a m ? re ‘ a \ine poraneous. World describing the new machine gu 
0 “2 Why $V dis ut Distinct production economies|points out. For example, typical Fr 
a t ‘pility sie in ‘ Yo and advantages result from this new |runs made to date include: 10,049 me 
0 ‘ex! : Pr "30 application. Employing the rubber yds. in an even 100 minutes with K) 
. od hov rch ys ye cho ealind pe A slab, only half the usual pair of |four stops; 32,804 yds. in 352 min- id 
oes y v t 4 les- pP a AN dies is required. This and the fact |utes with three color changes. for = 
e face e..? £ a {rion : o- that the dies may be made from an average of 93.2 yds. per minute: 
ew tyP . who com s eps | P wood substitutes, or from soft met- | 32,804 yds. in 272 minutes for an 
palanc® o\\ yne so ake : all crwor . als instead of the customary tool |average of 120.6 yds. per minute: 
.* ying s w 90rd! yic o ayi0n steel, cuts costs to a fraction of | 30,550 yds. in 10 hours, with six 
od | : RiOR know RQ ab\ phase ‘ Aa co os! ¢ \\ former methods. Parts pressed out color changes. 
, \O , f , an aah 1V _ 
ality j, SUPER efficie™® gravind 1 vil 
tha oF yc oUdh Touching! Tey cate ER GIBBONS KNOWS CANADA 
guctio"® poro-t ,o° oh S- WINNIPEG 
porog"OPr ger OME gg of ME riverie ooe:4 J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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from KODACHROME 


suP otk The ultimate in copy for process plate work—gives new 

° e ° . ' 

. uP Ss . reproduction perfection — price $38.00 up— Investigate: 
5 one - 


PHOTOCHROM - 1141 Belmont - Chicag® § 
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Boat ls Bombed: 
Or How Account 
Was Not Landed 


Editor’s Note: The following rep- 
resents the version of Russel M. 
Seeds Company, Chicago, of new 
soliciting methods utilized by 
agencies. ] 

Chicago, Sept. 26.—A sleek yacht 
drifts peacefully down the upper 
Mississippi. The owner, Harry B. 
Goldsmith, president of Grove Lab- | 
oratories, is below decks, having a 
shave. Also in the cabin is William 
H. Wagner, general manager of 
Beaumont Laboratories. The other 
members of the party sit quietly on 
deck, enjoying Ol’ Man River just 
rolling along. 

Suddenly this peaceful scene is 
shattered. An airplane roars over- 
head, the occupants having searched 
for the Goldsmith yacht all day, up 
and down most of the river. It 
circles low, and dives at the boat! 
Blitzkrieg! A sinister object hurtles 
down .. . disintegrating into thou- 
sands of yellow sheets of paper... 
no, not bombs, the Saints be praised! 
But—they missed the boat! 

The plane circles—and_ dives 
again! Another great cloud of yel- 
low sheets flutter down—and this 
time, just one scores a hit. But it 
avails nothing. 


The Inside Story 


So... now for the explanation: 
Mr. Goldsmith’s company, Grove 
Laboratories, had been planning a 


change in their radio set-up for 
Bromo Quinine. And you know 
how that gets around. Perhaps 


you've already guessed it. Yes, those 
were agency men in the bombing 
plane—men from one of the coun- 
try’s largest agencies. And those 
yellow papers that missed their 
mark carried this subtle propa- 
ganda: QUOTE Before you make 
a final decision, we think it to your 
advantage to talk to us. UNQUOTE. 

If all this had happened in the 
movies, these enterprising agents 
with the unprecedented approach 
would have won the Grove account. 
But did they? Not by a bombsight, 
that urgent message fell into the 
waiting hands—of Harry Goldsmith? 
No—of Bill Wagner? No! As fate 
would have it, the one precious mes- 
sage that reached the yacht... set- 
tled into the waiting hands of Free- 
man Keyes. And Mr. Keyes 
happens to be an agency man him- 
self—president of Russel M. Seeds 
Company, Chicago! 

FINIS 

The Moral: It pays to advertise! 

IF... you reach the right people! 


Two Appoint Klein 


Snyder, Inc., Philadelphia, maker 
of automobile radio aerials, grille 
guards and exhaust extensions, and 
Franklin Park, Philadelphia apart- 
ment house, have appointed Philip 
Klein, Philadelphia, to handle their 
idvertising. 


Van Lennep to 
“Newsweek” 


Frederick L. Van Lennep, for- 
merly an account executive with 
N. W. Ayer & Son, Philadelphia, 
has joined the advertising sales 
staff of Newsweek. He will work 
with Gordon S. Hargraves out of 
Newsweek's Philadelphia office. 


Curtiss in Cleveland 


Spencer W. Curtiss, Inc., Indian- 
apolis agency, has opened an office 
in the Fidelity bldg., Cleveland. 
William H. Sanderson is manager. 


“Fashion” Moves 
The magazine Fashion has moved 
to larger quarters at 420 Lexington 

avenue, New York. 


‘Verified Label’ . 
Newest Project of 
Standards Group 


New York, Sept. 25. 
of statements 


Verification 
made on _ product 
labels will be undertaken by the 
Institute of Standards as a means 
of affording manufacturers an op- 
portunity to present consumers with 
authenticated, factual information 
in cases where product standards 
do not exist, it was learned here 
today. 

The new 


phase of the Institute 


|program will be conducted within 


the framework of the original plan, 
which calls for cooperative effort on 


| the part of manufacturers, consum- 


ers, publishers and technicians in 
the development of standards for 
consumer goods. 

Six basic factors, or as many as 
are practicable, will be incorporated 
in the “Verified Label” form to be 
worked out between the Institute 
and individual manufacturers and 
approved by the consumer board of 
review. These half-dozen 
fications include composition of the 
product, construction, performance, 
care, use and the name of the 
manufacturer. 
mit the product for test by a recog- 
nized independent commercial lab- 
oratory. Authentication of the 


The latter will sub- | 


speci- | 


label specifications will entitle the | 


manufacturer to use of the Insti- 


tute’s “Verfied Label” symbol. Pro- | 


|visions will be made for periodic 


tests to assure continuation of the 
product’s conformance with label 
specifications. 

As in the case of product stand- 
ards, any member manufacturer 
may request a “Verified Label” for 
his product. 


Tea Garden on Air 


Tea Garden Products Company, 
San Francisco, will sponsor on the 
West Coast the cooperative “I Want 
a Divorce” program to be aired 
transcontinentally over CBS on 
Saturday nights, beginning in Oc- 
tober. Brisacher, Davis and Staff, 
San Francisco, is the agency. 


“House Beautiful” 25c 


House Beautiful has lowered its 
newsstand price from 35 to 25 cents. 


How can we confine 
Our advertising to small 
towns—and still get full color 
reproduction of our package? 


Ss Pax 


Select your small towns and 
sell them with colorful 


Outdoor Advertising ! 


Too easy for words! 


od 


UTDOOR /*\DVERTISING |NCORPORATED 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 


Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St. Louis - San Francisco 
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TABLE 1. SUMMARY OF PRELIMINARY POPULATION FIGURES FOR THE UNITED STATES: 1940 


[A minus sign (-) denctes decrease.| 
Your Ma rket 1940 Style Population Increase Percent of Increase 
Division and State 1940 1930 1930-1940 1930-1940] 1920-1930 
United States total, 
including allowance 
‘ a . . for supplementales ...... 131,409,681 122,775,046 6,654,635 7.0 16.1 
How Population of States and Leading Cities Has Shifted During sate yh ——D aan 
Past Decade, According to Preliminary Reports of the Bureau of distributed by States... 125,000 - on = - 
the Census Total of State figures .... 131,284,881 122,775,046 8,509,635 6.9 16.1 
Ge aphio Divisions: 
ee po weeeyy PE congaeseeses 6,426,566 8,166,341 260,225 3.2 10.3 
Middle Atlantic ........ 27,419,893 ‘ 26,260,750 1,159,143 4.4 18.0 
East North Central ..... 26,550,623 25,297,165 1,253,638 5.0 17.8 
—s ee ee ee ae West North Central ..... 13,490,492 13,296,915 193,577 1.5 6.0 
== South Atlantio ......+. 17,771,099 15,793,589 1,977,510 12.5 12.9 
' To 1940 East South Central ..... 10,762,967 9,687,214 875,753 8.9 11.2 
| TE rts cas ca pM m 0 po West South Central ..... 13/082, 12/176,830 875,388 7.2 18.9 
= SEED 6055460600600600 4,128, ar 3,701,768 P 426,253 11.5 11.0 
| DE chastaseiadieons 9,682,7 »194,4 »488,348 18.2 47.2 
| New land: 
woe erasend og Pre 645,139 797,425 47,716 6.0 3.8 
New Hampshire ........+- 489,716 465,293 24,423 5.2 5.0 
MEE Dkactscsendenets 357,598 359,611 “2,013 -0.6 2.0 
Massachusetts .......... 4,312,332 4,249,614 62,718 1.5 10.3 
Rhode Island ........... 711,669 687 ,497 24,172 3.5 13.7 
Connectiout ........65- 1,710,112 1,606,903 103,209 6.4 16.4 
Middle Atlantio: 
| PT ceGasksacvecses 13,579,622 12,588,066 791,556 6.3 21.2 
New Jersey “sc.seccecsees 4,148,662 4,041,334 107,228 2.7 28.1 
| Pennsylvania ......... ‘e 9,891,709 9,631,350 260,359 2.7 10.8 
t North Central: 
see To entrat Er aon 6,689,623 6,646,697 242,926 3.7 15.4 
SENG 660400615%60840% 3,416,152 3,238,503 177,649 5.5 10.5 
DREN -86:¥505060600648 7,874,155 7,630,654 243,501 3.2 17.7 
eis toca akiee 5,245,012 4,842,325 402,687 8.3 32.0 
| DEEL stasatesesesee 3,125,661 2,939,006 166,875 6.4 11.7 
West North Central: 
grr ee 2,785,896 2,563,953 221,943 8.7 7.4 
ST e6nedeeeeenecncise 2,535,430 2,470,939 64,491 2.6 2.8 
7 DEE 656040000<0008< 3,775,737 3,629,567 146,370 4.0 6.6 
ed North Dakota ......+.0+6 639,690 680 , 84 41,155 6.0 5.5 
| ao 2 South Dakota ..........+ 641,134 602.849 -51,715 7.5 8.8 
| eens SEN 006600048604040 1,313,468 1,377,965 64,495 4.7 6.3 
| Eur © 9 oe SE b66046600006606000 1,799,137 1,880,999 -81,862 4.4 6.3 
: th Atlantio: 
ZA Souter ee 264,603 236,360 26,223 11.0 6.9 
| es EEE 6650000000000 1,611,546 1,631,526 180,020 11.0 12.5 
dieedheaes District of Columbia ... 663,153 486,869 176,284 36.2 11.3 
la TUNES ccccseeadesnece 2,664,847 2,421,851 242,996 10.0 4.9 
ahead . West Virginia .......... 1,900,217 1,729,205 171,012 9.9 18.1 
oe a Oe : © P — North Caroline ......... 5,565,174 3,170,276 392,898 12.4 23.9 
South Carolina .......+6 1,905,615 1,738,768 167,050 9.6 3.3 
TABLE 1. PRELIMINARY POPULATION OF CITIES HAVING, IN 1940, GOOTg1e ceeessesescseees 3,119,953 2,908,506 211,447 7.3 0.4 
100,000 INHABITANTS OR MORE, ARRANGED ACCORDING TO RANK A Bateeepssss sees 1,677,791 1,468,211 409,580 27.9 51.6 
[A minus sign (~) denotes decrease, ee cccsccceee | meme | gomeame | gma | ee | ee 
r . “ - — eee eeeeee , , , , , . . 
ree 2 | tof Increase Alabama ...... eeeeee 2,830,285 2,646,248 164,037 7.0 12.7 
=e City - congue — wnignete bon he TT ccsnssacnngs 2/161,763 2,009,821 171,942 8.6 12.2 
ioe | 1940 1930 | 1930-1940 | 1930-40 | 1920-30 West South Central: 1.000.008 1.054.482 93.786 5.1 5.8 
— — + = ? T —s ~ ie. i Irka DB ceseeseeeeseeee , , ° ™ 
B | B | Bee Beets Be Te cocsccreee | SeSBReRRS | 0.008.008 | OD ls U|lleee ES scssessesesene 8,355,621 | 2,101,593 284,228 121 16.9 
2 2 | Chicago, Ill. ..ccccccccee | 39986,556 | 3,376,438 8,118 0.2 25.0 inte 2'329,808 2,396,040 -66,232 -2.8 18.1 
3 | 3 | Philadelphia, Pe. ........ | 1,935,086 | 1,950,961 | -15,875 | = | Phy PORES ceccccccccvccccess 6,416,521 5,624,715 593,606 10.2 24.9 
4 | @ | Detroit, Miob. wccccccccee 1,618,549 | 1,568,662 49,887 3. . untain: 
5 | 8 | Los Angeles, Calif. ...... | 1,496,792 | 1'238,048 | 256,744 | 20.9 | 114.7 MorTentaae ..ecececees aad o54,136 $97,608 16, 830 3 “2-1 
DT dnscceksssceneeias of ‘ ° . . 
6 | 6 Cleveland, OM10 ..ssseeeee 878,385 900,429 -22,044 “2.4 13.0 SED 40600000000008e0 246,763 225,565 21,198 9.4 16.0 
7 | 6 | Baltimore, Md. ......eeees 854,144 804,674 49,270 | 641 9.7 COLOTAMO .eseeseseeeeees 1,118,620 1,035,791 83,029 Bw ee 
6 7 | BOs GRUBER, Bie cccccccccse 815,748 | 821,960 -8,212 -1.0 6.3 Now Mex100 ....eseeeeeee 528,687 423,317 105,370 2:3 he 
9 | 9 | Boston, Mass. ......se000. 769,520 | 761,188 | =11,668 | -1.5 4-4 AFZ0NG «+ +eseeeeereees 407,700 p= Sy oy rte ord 8.0 13.0 
10 —6| «(10 Pittsburgh, POs cccsccsecs 665,384 | 669,817 -4,435 | -0.7 13.8 Sere eecoeesecesabees ote ata be hy > saees 20.8 17.6 
| ME 040062000606060%> " ‘ “ ° ’ 
13 | «626 | Wesbingtes, BD. Ce. ccccesss 663,153 486,669 176,264 36.2 11.5 aoifio: 
12 | 11 | San Francisco, Calif. .... 629,553 634,394 4,841 -0.8 25.2 Se ee. WEPPTTTETT TTY 1,721,376 1,563,396 157,980 tw} 30.8 
13 | 12 | Milwaukee, Wis. cccccccees 589,558 | 578,249 11,509 2.0 | 26.5 QPOREB cccccccccccccccce 1,087,717 953,786 135,931 | aevF ae 
14 | 13 | Buffalo, N. Y. .sessenveee 575,150 | 573,076 2,074 = = § O4 13.1 California .......--+++- 6,875,688 5,677,251 1,196,437 : : 
15 | 16 New Orleans, LO. sessesees 492,282 | 458,762 | 33,520 7.3 18.5 
16 15 Minneapolis, Minn. .....+. 489,971 464,356 | 25,615 5.5 | 22.0 ABLE 2 - RANK OF STATES ACCORDING TO POPULATION: TABLE .3 ~ STATES IN ORDER OF PER- 
1? | 17 Cincinnati, OM1O .essseees 452 ,852 451,160 , 1,692 0.4 12.4 t ° 1940 ent 1930 pant OF INCREASE, 1930 to 1940 
18 OS: Ps a Bk Hacdaceceese 428,236 442,337 | 14,101 3.2 6.7 
19 | 10 | Kansas City, Mo. ......... 4007175 399,746 | 429 0. | 23.2 
20 21 | Indianapolis, Ind. ....... | 366,170 364,161 | 22,009 6.0 15.9 Percent of 
21 | 26 | Houston, Tex. ......... seseeee | 386,280 | 202,352 | 93,798 32.1 mi.« State increase* 
ze 20 | Seattle, Wash. .. | 366/647 | 365,583 | iieee o.3 | 15.9 Rank Population 
23 22 | Roohester, N. Y. 324,694 326,132 5,456 “1.0 10.9 State wo Continental 
SA. | O6 | RORNSTESSS, Gc. cccceccccoccce | SEATED 307,745 | 10,968 3.6 31.0 1 1 
25 | 29 | Denver, Colo. ........ssssseee | 318,618 | 267,661 | 30,0886 10.6 | 12.2 1940 | 1930 9 9 United States ... 6.9 
se | 4 peottens, + ¥ TUTTTTITT TTT | sor ore oon ene Bt a8 1.8 i 1 1 13,379,622 12,588,066 1. Dist. of Columbia. 36.2 
26 | 30 | Oskland, Calif. ....... | 304,909 | 284,063 | 80,06 | 7.3 | 31.4 Pennsylvania ...... 2 2 9,891,709 | 9,631,350 | 2 Florida .......+++. a 
29 32 | Atlanta, Ga. sesseeeeee | 302,838 270,366 $2,172 | 11.0 | 34.8 ee Perr H H 7,874,155 1.690.854 e New Mexico ......+. 9 
30 | 23 | Jereey City, N. J. .... | 301,012 316,715 | -15,703 | 5.0 | 6.2 lel RR 6,889,623 6,646,697 o CM Afernle cocsecce 21.1 
31 | 33 | Pibee. GAD sccctcvascssssnn | See 260,475 | 32,631 | il2.6 | 63.8 California «.....-- 5 6 6,873,688 | 5,677,251 | 5+. Nevada ........+00- 2.8 
= } = | Memphie, TOD, .sssesesceseees pee ig 253,145 38,169 | 15.1 | 55.9 6 
| 3 Os Ne MERs c6snseeseesses 88,023 271,606 | 16,417 | 6.0 15.7 \y 24.71 RS. cisicaasinues 17. 
ee me Ue Rr eempetereree: | 261,096 290,718 | -9.622 3.3 | 19.6 Texas weeeeeeeeeees 6 9 ae ie Coun bas +. deleeee 14,3 
35 34 Birmingham, Ale. ...sssseeeees | 266,151 259,678 4,473 1.7 45.2 Michigan «..++++++- 7 7 aed owe ° 7 PESRESESRS ’ . 
| Massachusetts ..... s | s | &,312,332 | 4,249,615 | 8. Oregon ......... aaa 14.0 
36 | 37 | Providence, R. I. sesseceseeee | 253,216 252,981 233 0.1 6.5 4 14g. 56. 4 o4l. 334 Nerth Caroli 12.4 
37 | 36 | New Jersey ......-- 4 . 2148 ,562 ,O41, 33 9. Nerth Carolina .... . 
| San ANtOnto, Tex. cesscccceces 253,143 231,542 21,601 | 93 «| 43.5 6 ra 10. Louist 12.1 
36 | 38 | AKON, ON10 wscccccccsccccceee | 263,130 255,040 | -11,010 | ~-4.7 22.4 Missourl ......++++ 10 | 10 3,775.737 | 3,629,367 + Louisiana .....++++ . 
Oe. i Ge | Gite MEMS. Gecsecccsevconces | Sanunee 214,006 9,179 4.3 11.7 : 
40 | 42 | Dayton, Ob1O s.sseseseeeveveee | 211,456 200,982 10,474 5.2 31.7 North Carolina .... ll 12 3,563,174 3,170,276 | 11. Tennessee ......... 11.3 
Om 1 GO | GEE, Ba Us dosiccecasceds 205,637 | 200,326 | -3,680 | <1.8 21.9 BeGAERS cc ccecccece 12 11 3,416,152 3,236,503 | 12. Maryland .....+++6- 11.0 
as @ | Oklaboma city. okle. snsaoeses | £04,817 | 185,389 19128 | 10.3 103.1 Wisconsin o..sccece 1 1 3,125,881 2,939,CO6 | 13. Delaware ........06 11.0 
4 San Diego, Calif. ....seseeeee 02,038 147,995 | 84,063 36.5 99.0 Georgi 1 1 3,119,953 | 2,908,506 | 14. Texas .....sseeeeee 10.2 
44 | 42 | Worcester, Mase. .......se0005 193,402 | 195,311 | -1,909 1.0 8.7 wae BaSeeseeRs on y tet: 
45 | 44 | Richmond, Va. ......scececes+ | 190,362 | 162,080 ale | 4.1 6.6 Tennessee ...-...++ 15 | 16 2,910,992 | 2,615,555 | 15. Washington ...--.++ 10.1 
ae aol ee iéhasa 177,748 163,447 14,301 8.7 $3.5 L 6 10.0 
: Kentucky ......++6- 16 | 17 2,839,927 2,614,539 | 16. Virginia ........+. d 
47 | 63 | Jeoksonville, Fla. ...sseseees 174,336 129,549 | 44,787 34.6 41.5 4 e 
ee Se Cs as cc sesen | 170,879 110,637 | 60,240 54.4 274.1 Alabama ...--+++++6 17 | 15 2,830,285 | 2,646,218 | 1]. West Virginia ..... 965 
49 | 45 | Youngstown, OD10 ....sseseseee | 167,626 170,002 -2,576 -1.5 28.4 Minnesota .......+- 18 18 2,785,896 2,563,953 | 18. South Carolina .... 9.6 
SO | Sl | Neshville, Tema. ...sccccccces 167,415 153.666 13,549 8.8 30.0 Virginia ...sesees 19 20 2,664,847 2,421,851 | 19. Wyoming c.ccccccees 9.4 
Sl | 47 | Hartford, Comm. .......-eeeee+ | 166,520 | 166,072 | 2,257 1.4 18.9 TOUB cccccccocccese -20 19 2,535,430 2,470,939 | 20. Minnesota ......... 8.7 
Ss2 | 46 | Grand Rapids, Mioh. ....... ee 164,061 168,502 | -4,531 -2.7 22.5 
53 | 87 | Long Beach, Calif. ..sssceceee 163,441 | 142,032 | 21,409 15.1 155.5 6 
84 | 49 | New Haven, Conn. ..ssssseeeees 160,257 162,655 | -2,398 <3.8 0.1 Louisiana ....+++++ a | 2 2,355e821 | 2,101,595 | 21. Kentucky ..+..++000 | 8.6 
55 | 56 Bee H0baes, SOGB occscececeocs 159,155 142,559 16,596 11.6 12.7 Oklahoma ....see+e- 22 21 2,329 ,808 2,396,040 | 22, Mississippi seeeeee| 8.¢ 
Mississippi ....... 2 23 2,161,763 2,009,821 | 23. Michigan .......... 8.7 
56 OO | PAM, WR cocrctisnccices ee 151,275 156,492 -5,217 3.3 70.8 ; ensSe , . 
57 | S09 | Salt Leke City, Uteh ......... 150,019 140,267 0,752 7.0 18.8 Arkansas ...---+5++ 2 35 1,948,268 | 1,854,482 | 24. Colorado ........++| 8.9 
se $2 Springfield, Mass. ........+.. | 148,969 149,900 -911 -0.6 15.7 South Carolina .... r=5) 26 1,905,815 LTH TS 1 Be DAB cccccccccccccs! 
59 54 | Bridgeport, Conn, ..ssseceeees | 146,900 146,716 164 0.1 2.2 : 
60 | 62 PDOs ORs ccdecccssesescace’ | Bae 129,710 13,565 10.5 12.0 West Virginia 26 2 1,900,217 1,729,205 | 26. Georgia ? 
| ereeer . . , , . eee eee enee . 
~ be a, & Vo coccccccccesece | ven eee i ete "or re os Plorida cececceeces 27 31 1,877.7 1 1,468,211 27. Alabama .....seeee% T- 
| wise, med = ani . | ® ° - of eanseseees 5 . ereereere 4 
63 | 38 | Soranton, Pe. .....00000: 140/303 | 143,433 -3,040 “2.1 4.1 — s a oe 20051328 ~ —o s 
64 | 60 | Paterson, N. J. . | 139;652 138,513 15138 0.8 1.9 ADORS weeeeecenees 29 +799 0137 »880,999 | 29. Wisconsin ....+.+++ ‘ 
65 | 64 AMEE, Be Vo. seccvcecee seeveee | 130,447 | 127,412 | 3,035 2.4 12.4 Washington .......- » » 1,721,376 1,563,396 | 30. New York ........+. 6. 
66 | 67 | Chattanooga, Tenn.’.........+. | 126,138 119,798 | 8,340 7.0 106.9 . 
67 65 SEOROOR, Bo Feo sosvecsocess shee 124,665 | 123,356 1,329 ye 3.4 Connecticut ....... 31 29 1,710,112 2,666.903 1 Fho BAERS ccccccccccces 6 
68 | 70 | Spokane, Wash. ...sessesseees - | 182,462 115,514 6,948 6.0 10.6 ee 32 32 1,313,468 1,377,963 | 32. Indiana ........... 5. 
69 66 Kansas City, Kans. ...sspecees 121,256 121,857 -599 -0.5 20.4 6.2? 
70 | 72 | Ft. Wayne, Ina. ........ obese | Ee 114,946 3,247 2.8 32.8 a esaeneeaes 3 x es? 7a mi gt ; ° a eenen ‘¢ 
71 | 68 | Camden, HW. J. cccccccesee veoee | 229,999 118,700 -923 -0.8 2.1 ttetee Sieh eR 5 | 35 "05/139 797.423 | 35. Missouri ..........| i 
72 Cr) BIO, Phe cocccccciccccccccece 116,247 115,967 260 | 0.2 24.2 ee ey . ’ ded what sinh ake 
7 | 71 Pall River, Mase. ......sese0+ | 115,567 115,274 293 0.3 -4.3 : 
™ 7 i DE. shsgeeeaectoes - | 113,540 111,110 2,430 2.2 53.9 Rhode Island ...... % HI 711,669 GOT NOT TE He GAEO cocccccccsecas 3 
75 81 KMOZVille, TOMM. ceseeeeeeeees 112,002 105,602 6,200 | 5.9 36.0 Dist. of Columbia . 7 1 6030155 486,869 37. Rhode Island ...... CB 
76 | 80 | Wilmington, Del. ......+++. eee 111,432 106,597 4,635 | 4.5 -3.2 South Dakota ...... 38 | 36 641,13 692,849 | 38. Tllinoie ........ * 3.2 
77 74 Cambridge, Mass. ....... PTT TT. 111,120 113,643 2,523 | -2.2 3.6 North Dakota ...... 2 38 639,690 680,845 £3: I : 
78 | 98 Si, Bibs Sébseccescecceceeses 110,863 100,426 10,437 ®| lo. | €1.3 
SE BE = “hpeteeeenseeeere 110; 704 111/171 | “467 -0.4 3.1 MOREER veccroosece 39 554,136 537 606 » Pennsylvania ...... 
60 75 New Bedford, Mase. ...«+.+ eee 110,296 112,597 “2,301 | 2.0 -7.1 
in - cin @. 2 son one epee com | waa . DOE scccccccescoce 41 4o 5h, 393 507,847 | bl. New Jersey ........ 
BR BE — ay F peeteebeteeten 106/337 ios'ece | sank | 8S 20.8 How Mexico ......+- ~ ~ 528 ,687 423,317 | 42s Towa seeeeseeeeees : a 
Se RT 16 MD EY db pci egethsanens oa 107,674 101,161 6,513 7 6.4 96.0 TdBhO oe eeeeeeeeeee ue 523,440 445,032 | 43. Massachusetts ..... i. 
64 TO | Ds SMe ccncccccneses eee 107,520 106,817 703 | 0.7 10.2 Arizona .......- one 497,789 435,573 | 4b. Vermont .........-. 0 
; 65 96 » Sacramento, Calif. ...eeeess e 105,530 93,750 11,780 | 12.6 42.2 New Hampshire ..... Us 42 489,716 465,293 | 45. Gclahoma ....... — -2.& 
06 | G2 | Peoria, Ill. sesccccceees cesses } 105,003 104,969 | “| ° 37.9 
8? es Somerville, Mase. ..... eveccee 102,304 103,908 | 1,604 -1.5 11.6 Verment cocccccccce Ye 46 357,598 359,611 | 46. Kaneas ..........+. “464 
oe ee | 64 | South Bend, Ind. .......0. sos | Sane 104,193 -2,783 -2.7 46.8 4 4.7 
ji ci OO | 03 | Lowell, Mase. .occcccccececs | 201,332 100,234 1,097 1.1 “11.1 ee ee ni a rege: annie ie SRTEEED 00 scescee f 
; ' 90 89 UtiCm, Ne Ve seveeeeeseeseeeee | 100,834 101,740 -1,206 “1.2 | 6.1 oe eeececccere Wg ug ey 225,565 : » North Dakota ...... b-' 
91 103 Charlotte, N. Co sccseccess ove | 100,327 82,675 17,652 21.4 78.4 ev wYTTTTTT TTT ,Ol 91,058 9. South Dakota ...... , 
92 on: 1 Se Cs pecscesneesanens 100,238 | 101,463 -1,225 -1.2 2.6 
——_-_ 41—— —_— ———— — , i i /FE26 *A minus sign (-) denotes decrease: 
"Less then one-tenth of 1 percent. 
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Manhattan Shirt GOES NATIONAL 


National Drive 
Gets Under Way 


New York, Sept. 25.—Emphasiz- 
ing four cardinal factors that con- 
tribute to comfort and appearance 
in men’s shirts, Manhattan Shirt 
Company will get under way next 
month with its first national ad- 
yertising campaign. A_ schedule 
consisting of Esquire, Life and The 
Saturday Evening Post will be used 
yntil the end of the year when plans 
will be formulated for 1941. 

Manhattan’s promotion efforts up 
to this time have been confined to 
local newspaper advertising in co- 
operation with retailers and, 
although this practice will be con- 
tinued in some markets in the fu- 
ture, indications are that emphasis 
will be placed on a broader cultiva- 
tion of consumer acceptance. Law- 


rey 


q, 

‘ rE f 1 na 
ia) hw! 
Manhattan 


One of the first insertions in the new 
national magazine campaign for Man- 
hattan shirts. 


rence C. Gumbinner Advertising 


Agency handles the account which | formed, man-styled and collar per- 


is directed by Milton Goodman. fect.” 
tg colors. Both pages and half-pages 
An innovation in the new Man- | wij) be used. 
hattan campaign is the creation of 
four highlight sketches which will P x 
henceforth serve to dramatize the |Cigar Maker Fights 


claims that the shirts will not shrink 
more than one per cent; that they 
are designed on living models; that 
styling is handled by experts; and 
that collars are wrinkle-free. These 
four factors will be designated, 
respectively, as “size-fixt, man- 


FTC “Cease and Desist” 


J.C. Winter & Co., Red Lion, Pa., 
cigar maker, plans to appeal a 
“cease and desist” order of the Fed- 
eral Trade Commission in which the 
commission declared that advertis- 


“5-cent cigar now 2 for 5” conveyed 
the definite meaning to the con- 
sumer that the cigars are of the 
same quality, grade and type of to- 
bacco. 

B. G.. Nebinger, secretary of the 
company, says that the same quality 
of tobacco is used for the 2 for 5 
cigar as was used for the five-cent 
smoke. He further declares that 
testimony to this effect by tobacco 
men from whom raw products are 
— was disregarded by the 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


Heller Forms Agency 


Arthur G. Heller has opened an 
advertising service at 744 Broad 
street, Newark, N. J., in affiliation 
with the United Advertising Agency. 


, ine. 
passachusel!® 


Boston, 


ing of the R. J. Allen’s cigar as a/| 


NEWSSTAND SALE MEANS S7TABILI eed 


Guide Magazines depend for circulation on voluntary pub- 
lic demand. They must be editorially ‘'‘right.’’ 


Thus, they offer the advertiser assured stability and prom- 
ise of growth 


Almost 100% of the circulation of The Guide Magazines is 
newsstand sale 


_ TODAY’S OUTSTANDING ADVERTISING VALUES! 


a 


GUIDE SCREEN UNIT — The Direct Route to the Attention 


of Modern Young Women! 


SCREEN GUIDE The powe-pistere magazine of the screen field 
and the only one with Hollywood editorial head- 
quarters he fastest growing book in the 
screen field. 

- 
MOVIE-RADIO The “Home Guide to Entertainment Lvery 
GUIDE copy goes into the home—every member of the 


family reads it! 


Guaranteed Circulation—550,000 Delivered Circulation, Jan.-June, 1940—648,953 


COST PER PAGE PER M—S1.46 


Que 


n ca's National Picture Monthly Alive! 
Sprightly! Clean! National and world events 
Cc L I Cc K umc people presented in pictures and text 


A rising star read | 
ber of the family 


rom cover to cover by every 


Guaranteed Circulation—650.000 Delivered Circulation, Jan.-June, 1940—762,773 


COST PER PAGE PER M—S1.57 


——, 


GUIDE DETECTIVE UNIT — The Best “Buy” in the Fact 


Detective Field 


ACTUAL 

DETECTIVE STORIES Every word in these three magazines is true 
OFFICIAL — ae narrated from actual cases trom 
DETECTIVE STORIES reg « aaate —s city police and F.B.1 
IN rIMAT fen in all walks of life read and enjoy detec 


tive stories 


DETECTIVE STORIES 


Gucranteed Circulation—575,000 Delivered Circulation, 676,079 


COST PER PAGE PER M—S1.48 


~ Gl Guide SHagasines 


Office of Advertising Representatives 
551! 


FIFTH AVENUE 


a 


NEW YORK 


Malone Forms Agency 


James V. Malone, former director 
of research and promotion for 
Standard Rate & Data Service and 
until May 1 a partner in the adver- 
tising agency of Zeff & Malone, has 
formed his own agency, the James 
V. Malone Organization, with offices 
at 664 N. Michigan avenue, Chicago. 


Gillham Heads TAC 

R. E. Gillham has been elected 
president of the Toledo Advertising 
Club, succeeding Smither Merrill. 
Other officers are: James Smith, Ist 
vice-president; Paul Block, 2nd 
vice-president, and Carl J. Berg, 
secretary-treasurer. 


New “Monitor” Precedent 


Paid political advertising was ac- 
cepted for the first time by the 
Christian Science Monitor Sept. 16 
when copy in the interest of George 
W. Roberts, Republican candidate 
for attorney general in Massa- 
chusetts, appeared. It was prepared 
by the Goulston Company, Boston. 


Artkraft Patents Process 


Artkraft Sign Company, Lima, O., 
has patented a new process of weld- 
ing galvanized sheets and structural 
elements of signs and displays so 
that the joints are left in a rust- 
proof condition. The process is 
called “Galv-Weld.” 


Red-ee Foods to Robinson 


Red-ee Foods, Los Angeles, has 
appointed Elwood J. Robinson Ad- 
vertising Agency, Los Angeles, to 
handle a regional radio and news- 
paper campaign for Cinch cake mix. 
Melvin A. Jensen is account ex- 


ecutive. 
Campaign for Coffee-ets 
Miss Saylor’s Chocolates, Ala- 


meda, Cal., will launch a national 
advertising campaign this fall in 
Fortune, Harper’s Bazaar and House 
Beautiful, featuring boxed choco- 
lates and Coffee-ets. Albert Frank- 
Guenther Law, Inc., San Francisco, 
is the agency. 


To Los Angeles Druggists — 


—- Decks a i ee hg 


Asked by Grossley afew weeks ago, “What station does the best 
job of moving goods off your shelves?” 43.8% of Los Angeles 


druggists named KNX as their first choice.* 


That’s more first choices than for any other Los Angeles 


station—almost three times the average for all other Los 


Angeles network stations! 


& 
t 


meals 


An almost exact confirmation, by the way, of the 41.8% “first 


choice”’ preference given KNX by Los Angeles grocers when 


Crossley asked them the same questien last year. 


With drug and grocery store operators, with the men on the 


firing line, men who must know what forces move goods, there’s 


never any question as to the most potent selling force in the 


West. It’s always... 


KNX" 


OWNED AND 


OPERATED 


BY THE COLUMBIA 


*Would you like the details? Write 
KNX or any RADIO SALES Office. 


S ANGELES (&) 50,000 WATTS 


COLUMBIA’S STATION FOR ALL SOUTHERN CALIFORNIA 


BROADCASTING SYSTEM 


Represented Nationally by RADIO SALES with offices in New York; Chicago; Detroit; Charlotte, N. C.; San Francisco 
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vertising. 
they were not influenced at all by 
|such comparisons and 40 per cent 
ladmitted to be only slightly influ- 
ienced. There was an exception to 
this stand, however, 


0d 
" 


Shreveport Survey 
Finds Prices Lead 
Retail Ad Interest 


Shreveport, La., Sept. 25.—Price 
quotations are the most important 
feature of retail advertising to the 
average consumer and pictorial il- 
lustrations of the merchandise run | 
a close second, according to a study 
of customer-opinion of advertising 
in this city, sponsored by the Ad- 


influenced under these conditions 
enced where they had confidence in 
|the firm. 

In a test of confidence in adver- 
\tising claims 83.7 per cent said that 
less than 60 per cent of all adver- 
tising claims are true. On the other 
|hand 79.9 per 
viewed either 


think 


‘or think it has no effect on prices 
(23.8 per cent). 
It was found that probably 85 


the department of commerce of 
Centenary College of Louisiana. 

ee The information was secured from 
i 284 direct 


. interviews selected at|per cent of the consumers inter- 
a : random from various income levels | viewed are not familiar with con- 
ey and from 120 questionnaires, mak-|sumer service publications or with 

_ ¥ 2 ing a total of 404, of whom 222) product rating services. 
Sie? were men and 182 women. | The conclusion made as a result 
—_ It was found that 72.7 per cent |of the survey was that it “seems to 


indicate a definite need for building 


confidence in advertising claims 
rather than a need for educational 
work in building up consumer con- 
fidence in advertising as a necessary 
part of our system of distribution.” 

The consumer relations commit- 
tee of the advertising club which 
prepared the questionnaire for the 
/survey consisted of Glenn Wilson, 
chairman; Fred Beseler, A. L. 
Gwinn, Richard Hale, 
Harry Sloan and C. G. 


read newspaper advertising. Price 
information was the first objective 
of 39.1 per cent while 27.8 per cent 
wanted general information about 
products. Certain types of instal- 
ment advertising were disapproved 
by 73.8 per cent while 63.4 per cent 
disapproved of the practice of of- 
fering only a limited number of 
articles at the advertised price. 
Known Brands Favored 
Only 5.6 per cent found price Reeves. 
comparisons most important in ad- 
Americanism Campaign 
Released by Agency 


MacDonald-Cook Company, South 
Bend, Ind., has developed a 13-page 
“Americanism” campaign designed 
to be sold to local sponsors by news- 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


The “doubled up” 


are now undoubling 


The first impulse of the re-employed is the 
desire to have separate homes, and those who, 
for economy’s sake, have been “doubling up” 
are once again resuming their former in- 
dividual status. This naturally creates a 
market for all sorts of household commodities. 
In Toronto, retail business is feeling a distinct 
lift due to industrial re-employment. At any 
time it is Canada’s richest consumer market— 
today it is greatly enhanced and the obvious 
approach is through the advertising columns 
of daily newspapers. And— 


TORONTO IS A “TELEGRAM” CITY 


pant ade etien > y: 
etc 


: THE EVENING TELEGRAM 


- Largest Classified Linage in Canada 
TORONTO CANADA 
MEW YORK: Don A, Carroll CHICAGO: John E. Luts 


In fact, 49 per cent said | 


in the case of | 
national brands of standard price, | 
55.1 per cent saying they would be | 


while 15.7 per cent would be influ- | 


cent of those inter- | 
advertising | 
vertising Club of Shreveport and | tends to lower prices (56.1 per cent) | 


Lester Moore, | 


py RESULTS papers. 
The theme of the campaign is 
478,12! buy the curbing of subversive activities 
d serve more and the outlawing of “any political | 
re 21,000 000 party financed from abroad.” 
n — 
quarts of liquor 
“sont. \\| NBC Bread to L & T 
MAN, Ine: Advertising of NBC bread, a 
ats setts product of the National Biscuit 
=a | Company, has been placed with 
Lord & Thomas, New York. The 
bread is made in 18 cities. 
enna 


Getting Personal 


Soon after John Alden became a.m. of Norwich Pharmacal Co. 
recently, he bought a farmhouse in upstate New York. Along with 
the property came a large supply of extra home furnishings. He found 
that the way to dispose of such excess property in his new neighbor- 
hood was to hold an auction. The pink handbill he used to advertise 
the sale upheld all the traditions of the local job printing fraternity. . . 

Last week was wedding week at McCann-Erickson. Besides the 
Phyllis Fraser-Bennett Cerf merger previously itemmed here, Carl 
Alsop of the radio dept. and researcher Charles F. Jones were also 
wed. . . Neville Miller, president of the National Association of Broad- 
casters, marked his 16th wedding anniversary last week. He and 
the missus celebrated the occasion by weekending at a Virginia country 
club. . . Leonard Dreyfuss, United Advertising Corp. prexy, lent his 
talents as toastmaster to the New Jersey Street and Highway Safety 
Conference held at Newark. G. Lynn Sumner, New York Ad Club 
head and agency chief, was the speaker. . . 

James W. Young, former Chicago agency man, who is currently 
director of the Bureau of Foreign and Domestic Commerce, U. S. De- 
partment of Commerce, has learned that government service demands 
far more than the usual working day. Since being given new duties 


with the de- 
fense commis- 
ioe thr oe TRUE STORY TRIUMVIRATE 


must squeeze in 
his Commerce 
work between 8 
and 9 a. m., and 
in the late 
afternoon and 
evening. 

Harry Haus, 
a.m., George W. 
Luft Co., is 
heading for 
“South of the 
border.” He is 
planning to sail 
for South 
America a few 
weeks hence, 
returning be- 
fore Christ- 
mas... 

Following 
the return of 
John Royal, 
v.p., NBC, from 


Snapped at a conference in Chicago last week was this new 
advertising triumvirate directing the destinies of True Story. 
Right to left, Albert G. Degen, Western Manager; Asa R. 


a clipper trip to Blish, advertising director; James L. Mitchell, Eastern 
Europe, these manager. 

yarns are being ed ge 
retailed. It seems he was quartered in a seaside hotel in Portugal. 


After being unable to get any meat for days, he found his table set 
with the equipment for carving a steak. When the meat arrived, 
he questioned the waiter about its peculiar odor. “Very fine meat, 
fine Spanish horse,” he was assured. The next morning, his slumber 
was broken when the crew of an American cruiser aired, via loud- 
speaker, the Notre Dame football song, following with Cornell, Navy 
and Yale songs. The broadcaster couldn’t hold back the tears at 
that welcome sound. . . 

F. DuSossoit Duke, ad director of Time, who recently was com- 
missioned a major in the Reserve, has been ordered to active duty 
in the office of the Assistant Secretary of War in Washington, D. C... 

Mason Warner, head of the Chicago agency of 
returned from a seven-month tour of South America. . . 

Samuel R. Penfield, Western manager, Curtis Publishing Com- 
pany, has been appointed chairman of the advertising division for 
Chicago’s annual Community Chest campaign. . . 

Buffalo’s Junior Chamber of Commerce is expecting great things 
from its advertising committee since Roy S. Runk, production man- 
ager of Baldwin & Strachan, Inc., Buffalo agency, has been appointed 
chairman. Unexplored portions of the magnetic spectrum are 
getting a good going-over since Henry C. Mulberger, head of the 
Milwaukee advertising agency of that name, and Charles Krause 
built a machine capable of working up 3,000,000 electronic vibra- 
tions. . 

John W. Christensen, a.m., Hamilton Mfg. Co., 
married Caroline Kappelmann Sept. 7 
Mrs. E. M. Rutherford, Western manager for Ideal Women’s Group, 
Sept. 10. . . Cyril Morand, publicity chief at Geare-Marston, Phila- 
delphia agency, has assumed his duties as a lieutenant in the U. S. 
Navy, his future address being the Philadelphia Navy Yard. . . 

Capt. Frank Nagle, of Boston, who celebrated his 80th birthday 
recently, has been representing Textile World for 60 years. Another 
veteran is R. D. Smith, Cleveland representative of Thomas’ Register, 
who has been at it for 35 years. . . 

The hobby of Wilmer Cordes, a.m. of American Steel & Wire Co.., 
Cleveland, is collecting mechanical banks which were popular with 
the children of a few generations ago. . . 

All of the ex-presidents of the NIAA had a dinner during the 
Detroit convention. It was arranged by Forrest U. Webster of Mac- 
Manus, John & Adams, Detroit. . . Alphonse John, assistant a.m. of 
Kearney-Trecker Corp., Milwaukee, was married Sept. 14 in Menom- 
inee, Mich., to Grace Ann Kreuz. . . 

KNX-CBS coast executives settled the question as to whether 
executives and sound men are better athletes than auditors and 
men when Donald W. Thornburgh, CBS v.p., and Al Span, sound 
effects director, defeated Charles Ryder Jr., auditor, and Ernie Bagge, 
salesman, at bowling 2-0, at badminton 2-0, at table tennis 3-1, and 
lost only at golf. Appropriate medals were awarded. . . 

J. T. Ward, owner and operator of WLAC, Nashville, Tenn., has 
just completed a tour of the United States and Canada, one of the 
highlights of which was seeing a colt which he had sold to the radio 
team of “Lum and Abner” entered in a horse show on the West 
Coast. . Jack Knabb, pres. of the Knabb Advertising Company, 
Rochester, will teach advertising at the University of Rochester this 
coming year. . . 

Jerry Lane (Helen 


that name, has 


Two Rivers, Wis., 
. The ideal boy was born to 


sales- 


Frank), KDYL feminine commentator and 


socially prominent member of the younger set in Salt Lake City, has 
announced her engagement to Wally Sandack, ace newscaster for 
CBS station in Salt Lake City. 
“program” 


KSL, 


Advance indications are that 
this 


will be aired Nov. 12 


| Vertiser in November when a new 


| product, 


| five-cent candy 
Cramer - Krasselt 


a 


\To Push Mandarin 


Oranges in New 
Promotion Drive 


New York, Sept. 26.—Canneg 
Mandarin Orange Bureau, a new 


organization formed to promote the 


sale of the tangerine-like fruit, \jjj 
make its debut as a national aq. 


| paper and magazine campaign jj] 


be inaugurated, it was learned here 


today. 

A six-month campaign embrav ing 
240 and 120-line insertions in news. 
papers of about 10 major cities and 
half and two-thirds pages in ‘wo 
magazines is planned. Irwin Vladi- 
mir & Co. has the account. 

Canned mandarin oranges re 
packed and sold by a number of 
fruit growers, and marketed under 
a variety of brand names. So far 
as is known, none of these brands 
has been promoted on a _ national 
scale. 

Magazine copy, beginning in the 
December issue of Ladies’ Home 


Journal and continuing the follow- 


ing month in Good Housekeeping, 
will feature the many uses of the 
such as in cakes, salads, 
puddings and gelatines. 
An introductory offer 
luncheon mat for the return of a 
coupon with 10 cents and a label 
from a can of mandarin oranges 


promises a 


Sperry Candy Appoints 
Sperry Candy Company, Miuil- 
waukee, maker of Denver Sand- 
wich, Chicken Dinner and other 
bars, has appointed 
Company, Mil- 
waukee, to handle its advertising. 
W. A. Trispel is account executive 


Alpert Names Snow 

M. L. Alpert Company, Jamaica 
Plain, Mass., maker and retailer of 
furniture, has appointed Corey 
Snow, Inc., Boston, to handle its ad- 
vertising. Newspapers, direct mail 
and point-of-purchase advertising 
are being used. 


1. New and Improved 
Route List 


2. Gazette Advertising 


Cash-In on 
Harvest-Time Incomes 


S UCCESSFUL advertisers and agen- 
cies are alert for ways to make 
every advertising and merchandising 
dollar pay maximum returns. To 
help you accomplish this, a new, com- 
plete Wholesale and Retail Grocer 
and Druggist Route List is now avail- 
able. This assures accurate lists cov- 
ering Cedar Rapids and the surround- 
ing territory served daily by The 
Cedar Rapids Gazette. 


This book contains more than an 
ordinary route list. Included are @ 
15-inch by I6-inch street map of 
Cedar Rapids and a  county-by- 
county map of the rich territory 
served by this leading lowa daily. 
You need this Route List book. Write 
for your Free copy today! 


A net paid daily circulation of over 
43,500 puts this sales-producing news 
paper in 80 out of every 100 homes 
in this prosperous market. The Cedar 
Rapids Gazette is the buying guide 
for thousands—that's why Gorette 
advertisers enjoy such profitable 'e 
turns. If you want blanket covereg® 
and increased sales at low cost ste” 
your advertising schedules now 


Be sure to write for your Free Coy 
of the new Route List and full dets''* 
about ““lowa's Richest Marke! 


- ge * 
Cedar Rapids 


~—«-: Gajette . 
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il 5 felects winners for 40 football games | College Inn Uses Label O'Meara Leaves B&B Theater Operator Uses 

raZzl ponsors pec hoes Ny ot na ch a ‘to Sell Several Items Pan the yp _ or Pe Daily Directory Column 

é , ar “wie vice-president an airmz e : 

when he comments on the football ag Inn ee plan ae of F nae is pore thy New Skouras Theater Corporation, 
devel ts of the day. The pro- | P8ny, Chicago, is using the human i ag or gg operator of almost 50 theaters in 
ommen a ors on tage oye < nt ge urge to “read what the label says York. He will devet= his time to the New York metropolitan area 
gram is aired on three stations of private interests at his home in P , 


U. §. Radio Net 


New York, Sept. 26.—Using com- 
mreial radio as a means of pro- 
meting better understanding be- 
tween Brazil and the United States, 
the government of the South Ameri- 
can country will launch a network 
program in the United States this 
week-end. 

Not only is the Brazilian govern- 
ment taking a unique step by em- 
plcying radio in the field of inter- 
na‘ional good will, but it is also 
sponsoring a program that is dis- 
tinctly American. As its ambassa- 
dors of good will, Brazil 


Allen in a weekly radio edition of 
their famous column, “The Wash- 
ington Merry-Go-Round.” The 
nationally known columnists have 
been most recently sponsored by 
J. B. Williams Company as a sum- 
mer substitute for the quiz pro- 
gram, “True or False.” 

In addition to describing impor- 
tant domestic and foreign news, 
Pearson and Allen will offer educa- 
tional information regarding Brazil. 
They will be heard Sunday from 7 
to 7:15 p. m. over eight stations of 
the Blue network of the National 
Broadcasting Company, a network 
that may be increased when the 
necessary time has been cleared. 
Campbell-Ewald Company of New 
York is the agency. 


Hotel in Foreign Field 


Another radio development in the 
field of international relations oc- 
curred when the Hotel Astor re- 
newed for 26 weeks the ‘“‘Memories 
of Broadway” on Stations WRCA 
and WNBI, international NBC short 
wave stations. The series featur- 
ing Sande Williams and his or- 
chestra, is broadcast to South Amer- 
ica Wednesday from 9:15 to 9:45 


will | 
present Drew Pearson and Robert S. | 


p. m. Swafford & Koehl handles 
the account. 


New Wander Program 


Wander Company will replace 
“Little Ornhan Annie,” which has 
been off the air for the summer, 
with a new program, “Captain Mid- 
night,” beginning Sept. 30. The 
aviation show, which replaces the 
oldest juvenile serial on the air, will 
be broadcast Monday, Wednesday 
and Friday from 6:45 to 7 p.m. over 
85 MBS stations, approximately the 
same network as was formerly used. 
Blackett-Sample-Hummert directs 
the account. 


Philip Morris Football 


Philip Morris & Co. has launched | 
1 semi-weekly football program 
starring Eddie Dooley, formerly All- 
American quarterback of Dart- | 


mouth College, and well known a] 
i sports writer and radio commenta- | 


tor. Dooley is heard Thursday, | 
from 8:15 to 8:30 p. m., when he | 


DOMINANT 


in the 


JACKSONVILLE, FLORIDA 
Trading Area 


°WMEBR 


Jacksonville — basic 
Florida CBS Station 


°WFOY 


Saint Augustine — a | 
bonus station at no | 
| 
| 
| 


extra cost to WMBR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Representatives 
PALL H. RAYMER COMPANY 
‘EW ) RA CHICAGO DETHONT 
weet FRANCISCO LOS ANGELES 


the Mutual Broadcasting System 
through Biow Company. The new 
Philip Morris feature is similar to 
“Football Forecasts and Scores,” 
starring Red Grange, which will be 
sponsored by National Refining 
Company beginning Oct. 4, also on 
MBS. 


WMEX Now 5,000 Watts 


WMEX, Boston radio station, has 
been granted an increase in power 
to 5,000 watts. 


i~ get buyers of its tomato juice to 
learn about its rice dinner, spaghetti 
with meat, chicken a la king and 
boned chicken, advertised on small 
panels. 


Joins Stitzel-Weller 


C. K. McClure, formerly of the 
merchandising and advertising de- 
partments of the New York and 
Louisville units of the Associated 
Dry Goods Corporation, has been 
appointed assistant to the president 
— Distillery, Louis- 
ville. 


Woodstock, N. Y. 


Jensen Names Young 

Georg Jensen Handmade Silver, 
Inc., New York, has appointed John 
Orr Young, New York, to handle its 
account. Newspapers and magazines 
will be used. 


Bartlay Names Freund 


Bartlay, Ltd., New York, has 
appointed Morton Freund, New 
York, to handle advertising of its 
men’s sports wear. 


has appointed Donahue & Coe, New 
York, to handle advertising for these 
theaters in the form of a daily mo- 
tion picture directory. This form 
of motion picture advertising in 
New York newspapers was recently 
instituted by Loew’s, Inc., whose 
account is directed by the same 
agency. 


Munro Joins Windisch 

F. Willis Munro, formerly with 
Grace & Bement, Inc., Detroit, has 
joined the sales staff of Windisch 
Bindery, Detroit. 


- 
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IT’S A PICNIC! 


Everybody's happy! All is harmonious! Sweetness and light are the order of the day!... Of 
course, we've never heard Rogers customers express themselves in just this way—but they 
might. Here are the kinds of things they do say. .. . An agency man, ''—thanks for the speed. 
You surely pulled us out of a spot.” ... ‘Best reproductions we ever had of our..........," 


(might have been automobiles, but it wasn’t). This was a manufacturer... . From an art direc- 


tor—"'the proofs have as much color brilliance as the original art.” ...Here’s one we like, 


‘—our first experience with Rogers craftsmanship was according to ‘press notices.’ See us next 


week.’'... And this one should be interesting to everyone who ever got an invoice for 


engravings. It’s a notation on our invoice. ‘Ok as is. You really came through on a tough one!” 


... For upwards of twenty years this has been going on, and the names back of some of the 


comments are known to everyone who reads the newspapers and the national magazines. 


Perhaps you are one of them or are going to be. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


/2001 CALUMET AVENUE e 


Phone: 


CALumet 4137 


CHICAGO, ILLINOIS 
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ADVERTISING AGE 


September 30, 1949 


HE wortd will 
beat a path to 
your door if you 


make a_ better 

mousetrap 

and if we are to 
believe the advice of Elbert 
Hubbard (or was it Emer- 


son?). 
NLY trouble with 
that idea is that it 
doesn’t work 
unless you tell the 
world in accents 


bold that you have 


a better mousetrap for sale. 


Pp 


EOPLE in search 
of mousetraps—or 
ships or shoes or 
sealing wax — de- 
pend upon adver- 
tising to tell them 


where they can buy better 

products. 
VERY reader 
among the nearly 
50,000 subscribers 
to The Topeka 
Daily Capital re 
lies upon adver- 


tisements in the Kansas capi 
tal’s first newspaper. 


NOW your mar 
ket and you can 
measure the effect 
of your message. 
Topeka and its 21 


Drive-in Counties 
represent a profitable S1O1,- 
966,000 market. 


DVERTISERS 
know that their 
messages in The 
Topeka Daily 
Capital reach 


able-to-buy — read 
ers in the morning .. . when 
they want to read and want 
to buy. 


.3 Are you capitalizing upon 


the sales and profit possibilities in 
the Here 
is a area 
that is covered from stem to stern 
by The 
the 
first in 


Greater Topeka market? 
rich, responsive trading 
Topeka Daily Capital . 
one Topeka newspaper that is 
first in 
first in 
the largest circulation of 


news, advertising 
(with 
any U.S. 
newspaper in cities between 50,000 
Why 
you take 
advantage of this lucrative S101, 
966,000 market? Write The Topeka 
Daily Capital, Topeka, Kansas. 


Che Caopeka 


lineage, circulation 


and 75,000 population). not 


find out how can fullest 


~ Capital 


THE BUYING aeasell 
‘OF 200,000 KANSANS - 


Cldvé utisi 
Market Place 


“Help Wanted,” 
cash with orde 
$4.75 per inch. 


All other classifications (single insertion rates): 


The rates for this department are as follows: 
“Positions Wanted,’ 
epropentacives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 
% in., $2.75; 1 to 3 in., 


HELP WANTED 


NATIONAL AGENCY 
established Chicago office 
interview account executives, 
and production men. All 
| strictly confidential. Address 
| Box 3134, ADVERTISING AGE, 


contact 
replies 


Cheo. 


Advertising Salesman wanted in New 
York city by monthly publication, 
Must be between 35 and 
age, 
wide and favorable 
among advertisers and agencies. 
Box 3135, ADVERTISING 


right man. Old, outstanding suburban 
weekly newspaper wants advertising 
man who can layout, write, contact 
and sell better accounts, national and 
local, Should be agency trained, em- 
ployed Write fully. 

Box 3140, ADVERTISING AGE, 


WANTED— Capable 
possibly hosiery 


fashion artist, 
specialist. One with 
Visual, creative ability to collaborate 
with Southern Agency, developing | 
basic ideas furnished by Agency. Full} 
color, oils, water colors, black and 
white Substantial amount seasonal 
| work You remain present locality 
| No samples until requested. 


| qualifications and brief history of past | 


work in first letter. 
| Box $142, ADVERTISING AGE, Chgo 
| OUTDOOR SALESMAN WANTED 
| A producer with a sales record: Paint, 
24-sheet Posters, Commercial. 
TROWBRIDGE OUTDOOR ADVER- 
TISING CORP 
Frelinghuysen 
Newark, N. J 


86-88 Ave., 


POSITIONS WANTED 


VOURS—To 


have and to MOLD. A 
college 


trained brain full of workable 
ideas, Selling and merchandising exp 
Good correspondent, Will consider 
anything for start In distress and) 
need help 
Box 3130, ADVERTISING 


AGE, Chero., 


desires to 


40 years of 
with a good sales record, and a 
acquaintance 
AGE, N. Y. 
PARTNERSHIP OF FERED to the 


Chgo. 


|}and 
| lishing-style 


|} motion, 


| change, 


| 


| Christian, 
iB 
Include | Box 


| 


| 
| 


} Box_ 


POSITIONS WANTED 
Super secretary—has flair for 
background of 


writing 
advertising-pub- 
experience. Invaluable 
to editor, advertising mer. 

3137, ADVERTISING AGE, N. Y. 

Roosevelt or Willkie 

Distribution of goods thru advertising 
will carry on either way. Have had 
17 years merchandising experience. 
Publication representative, east and 
middle west media Can handle ady. 
mgrs. job on industrials, foods, build- 
ing products. Know program creation 
from thought to completion. No illu- 
sion of grandeur, just plain common 


asst. 


sense. Best references, 36 years old, 
married. 
Box 3138, ADVERTISING AGE, Chgo. 


California Sales & Advertising Execu- 
tive, with 1940 business gain of 40% 
is seeking new western connection 
with greater financial opportunity. 
Familiar with western advertising 
agencies, manufacturers, some retail 


trade. Will be in Chicago, Detroit, St. 
Louis and vicinity in mid-October. 
Write immediately to 


Box 3139, ADVERTISING 
Assistant to Advertising or Cireula- 
tion Manager. 8 years’ experience 
creating direct mail, circulation pro- 
Also reporting, research 
Knowledge production, secretarial 
work 

Box $141, ADVERTISING 
ADVERTISING 
ployed by 


AGE, Chgo. 


AGE, N. Y 
Executive: Now em 
national agency seeks 
Excellent record. Capable of 
handling large national accounts, Un- 
usually trained in organization work; 
good contact personality Age 47; 
Address 

3143, ADVERTISING AGE 
REPRESENTATIVES 
PUBLISHER'S 
experienced 


2, Chgo 
AVAILABLE 
REPRESENTATIVE — 
advertising space sales- 
man, wide acquaint: ance, N.Y.C Of - 
|} fice wants Eastern representation of 
leading publication, commission basis, 
Box 3113, ADVERTISING 


MISCELLANEOUS 
Somewhere there is a one-man trade 
Journal which could become more 
profitable under better arrangements 
|}for overhead, office work and 
coverage If that is your journal, 
perhaps our small but complete staff, 
publishing one successful paper and 
needing another paper in the same of- 


sales 


fice, may be the arrangement which 
you need, 
| Box 3136, ADVERTISING AGE, N. Y¥ 


‘Mentholate Own 
Cigarets, Says 
Humidor Maker 


| 

New York, Sept. 25.—A new type 
of humidor 
which cools cigarets to a smoker's 
own taste will be introduced to the 
American public by Crosby, Ltd., 
with a test campaign in magazines 
and newspapers to start the end of 
\this month. 

According to J. R. Kupsick Ad- 
|vertising Agency, which has been 
|appointed to direct the account, the 
| Menthol-ator has been in use for 
|}many years in England and on the 
continent where the price of men- 
tholated cigarets is prohibitive for 
the average smoker. The humidor, 


lating device, holds about 
arets which the smoker 
when they have been 
to his taste. The original flavor of 
| the cigarets is not destroyed in the 
| process, it is claimed. 


40 cig- 
removes 


| Three different appeals will be 
| used for the test campaign. One 
;series of insertions will carry a 
money-back offer, with the head- 
line, “No Thrill—No Bill.” Other 
series will be captioned “Cool Your 
Own Cigarets” and “Cool Your 
Throat This New Easy Way.” 

On the schedule, which will be 
expanded following the test cam- 


paign, are American Legion Maga- 
zine, Esquire, Grit, Liberty 
Pathfinder and Sunday editions of 
the Chicago Tribune, Hartford Cour- 
ant, Kansas City Star 
York Times. 


Food Chains to Meet 
The National Association of Food 


Chains will hold its annual meeting | 


at the 
14-16. 


Drake Hotel, Chicago, Oct. 


called Menthol-ator | the Bureau of Advertising, Ameri- 


Cutty Sark Sales Rise 


| Corporation, 


Credited to Newspapers 
A substantial gain in sales for 
Cutty Sark whisky during the past 


Thrilling Tales 
fo Stir Interest 


in Lionel Trains 


Unfinished Stories to 
Provide New Appeal in. 
Juvenile Papers 


New York, Sept. 25. — Utilizing | mutual understanding that r 
|the same appeal of adventure and | when father and son engage 


suspense, with death in the offing, 
that the motion picture serials of 
a vanished era employed with such 
outstanding success, Lionel 
poration will launch its annual elec- 
tric train campaign next month in 
an extensive list of magazines. 

Instead of merely urging boys to 
“play” with the trains, 
seized on an angle that is unique 
in the field of toy advertising. Illus- 
trations and copy paint a story of a 
thrilling adventure on a railroad | 
which ends with the engineer’s life | 
hanging in the balance. At the 
moment of suspense, the question is | 
posed, “How would you meet this 
crisis?” The idea is_ that 
should run their own railroad and 
figure the problem out for them 
selves. 


Few movie fans of yesteryear who | 


left a theater with the haunting 
vision of Pearl White suspended 
over a yawning cavern by a thin 


rope could restrain the desire to see 
the final outcome, and Lionel hopes 
that the appeal of suspense will be 
just as effective in selling its trains. 


Real Thriller 


The headline for one _ insertion 
reads, “Flames of Death Leaped 
Upwards” and then Gus Barton, 


'“veteran engineer of the KY & W,” | 
tells of one of his experiences in 


AGE, N. Y.| 


12 months as a result of newspaper | 
advertising is revealed in an “Ad- | 


vertising Facts” bulletin issued by 
can Newspaper Publishers Associa- 
tion. 

Since October, 1939, Buckingham 
New York, United 
States agent for Cutty Sark, has 
used a series of small-space adver- 
tisements, twice weekly in 14 news- 


|; papers in the New York metropoli- 


equipped with a patented mentho- | 


mentholated | 


| liquor 


and | _ : 
Hal Hull Appointed 


and New| 


tan area, through McCann-Erickson, 
New York. During the last three 
months of 1939 sales rose 23.6 per 
cent over the same period in 1938, 
and similar gains are being made 
for 1940, according to James F. 
Schlesinger, Buckingham president. 


Drops Charges Against 
Four Distillers 


The Pennsylvania State Liquor 
Control Board has _ found that 
charges of “irregular practices” 
against four distillers doing busi- 
ness in Pennsylvania did not war- 
rant imposition of penalties. The 
four distillers were the Continental 


Distilling Corporation, Philadelphia; 
L. N. Renault and Sons, Egg Har- 
bor, N. J.; A. Overholt & Co., New 
York, and Frantz Distillers, Pitts- 
burgh. 

The board also has reversed its 
ruling against Christmas cartons for 
but says “that this privilege 
will not be granted for the holiday 
seasons after this year.” 


French Lick Springs Hotel, 
‘French Lick Springs, Ind., has 
appointed Hal Hull, Chicago, to | 


handle its advertising. 


R. A. Hamilton Resigns 


Robert A. Hamilton has resigned 


| from the advertising department of 


Meeker Company, Joplin, Mo 


lumber from the 
north forests.” With an undertone 
of danger throughout, the story 
builds to a climax. 

“Suddenly a cry from Pete 
reached my ears. A hundred yards 
below us flames leaped upwards! 


“bringing out 


Cor- | 


Lionel has | 
| Current 


| Group, Dell Super Comics Gr 


| 


a 
<— 


|The trestle was afire! We were in , 
| ticklish spot for the burning trestle 
had been weakened—but how much 
we didn’t know. It was plain we 
/couldn’t stay where we were, but 
| what could we do?” 

| Here the story ends and Li 
| suggests getting “all the thrills 
adventures of real railroading with 
Lionel Trains.” Copy includes , 
coupon to be returned for a 64-page 
| catalog. 
| The new angle is confined to copy 
be appear in boys’ magazines. Copy 
| for adult magazines on the sche: ule 
‘features the companionship nd 
ult 


a 


nel 
ind 


hobby together. 
Uses Long List 


On the schedule for the new c im- 
/paign, which will reach its climax 
in the last week of November 
the first of December, are Air Trvils 
| American Boy, Boy’s Life, Collicr’s 
Events, David Mckay 


Famous Funnies, Good Housek: ep- 
ing, Juvenile Market Group, | ife 
Look, Mechanix Illustrated, Me'r 


|politan Sunday Newspapers, Mic'ey 


boys | 


_ | Parents’ 


|Robinson from the trade 


Mouse Magazine, Model Airp 
| News, Model Builder, Model Cra'ts- 
man, Model Railroader, Model Rail- 
|roader Digest, Open Road for Boys 
Magazine, Popular \e- 
chanics, Popular Science Montily 
Puck—The Comic Weekly, Quality 
Comics Group, Railroad Magazine 
Science & Mechanics, Young 
America and Young Catholic Mes- 
senger. Five newspapers—the Salt 
Lake Tribune, Spokane Spokesman- 
Review, Portland Oregonian, Seattk 
Times, and New York News—art 
also scheduled in addition to thos« 
included in group schedules. Reiss 
Advertising handles the account 


Promotes Bruce Robinson 


This Week has promoted Bruc 
contact 
division to district manager, work- 
ing out of St. Louis, other cities ir 
his territory including Cncinnat 
and Indianapolis. He is being suc- 
ceeded in the Minneapolis and 
Omaha territory by Angus Robin- 
son, New York. 


(51,024 out of 53,000 families 
who spend $81,384,000.00 at retail) 


Reached at Ove Cod in One Newspaper ! 


by, the 


—— 


SYRACUSE 


HERALD - JOURNAL 


And in the total Syracuse Trading Area 
101,059 out of the 115,000 families who 
spend $154,110,000.00 at retail every year 


HERALD JOURNA 


Paul Block and Associates, National Representatives 
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Foreign Micsieain JOINS AGENCY Sous Pubiehace Borton to Speak Before Park & Tilford Begins 


: New Lima Ad Club Fall Campaigns 
: Lost, Movies to to Hear Talk on Elon G. Borton, president of the Park & Tilford, New York, has 
’ Improve Selling 


Advertising Federation of America,| launched two fall campaigns, one 


Farm Problems will be guest speaker at the inau-| for Park & Tilford perfumes and 


: = ; gural meeting of the recently organ- | the other for Tintex tints and dyes. 

2] Chicago, Sept. 26.—With the loss | __ Chicago, Sept. 26—How a farm | ized Advertising Club of Lima, O.,|The schedules, both considerably 

d of 50 per cent of their market by | | is operated and what the farmer’s | Oct. 3. larger than last year’s, provide for 

h the exclusion of American movies problems are all the way around The officers of the new club are! weekly insertions for 10 weeks in 

a from totalitarian countries, motion the calendar will be the subject of |John H. Shields, Superior Coach |The American Weekly and news- 

se picture producers of this country | Harry Gilkerson, county agent of |Corporation, president; C. V. Black, | papers in key markets. Charles M. 
sre faced with a new and tremen- | Grayslake, Ill., when he speaks be- Artkraft Sign Company, vice-presi- | Storm Company, New York, is the 
9 | <i : es 7 oe > . erry Je Jeo ‘ . | agency 

ry dous merchandising problem, Wal- | |fore the annual meeting of the page Cae atin Mga Rectory Baroy, — ee 

ry ter Wanger, prominent independent | | Agricultural Publishers Association |G. joc Ancociuinn of ees 

. : ; Skaates, Association of Commerce, ° 

le movie producer, told the Chicago | jae the Hotel Stevens here Oct. 16. assistant secretary, and Sam | Issues Tiny Catalogs 

1d Federated Advertising Club at its | Mr. Gilkerson’s territory includes | Schoonover, City Loan, treasurer. Dunn & McCarthy Company, Au- 

ilt first luncheon of the fall season to- | both the so-called “dirt farmers” — burn, N. Y., has ordered miniature 

a day. |catalogs for its Enna Jettick line of 


as well as “city farmers,” a fact | 
| that is expected to make his ad- Henes Heads Ohio Dailies women’s footwear to supplement its 


|dress of particular interest to a Harvey H. Henes of the Tele-|large catalog. The small catalogs 
| metropolitan audience. graph, Painesville, O., has been| will be used to answer inquiries. 


wa ere RE > .. |elected president of the Select List | a 
The board of directors of the as- of Ohio Dailies, succeeding A. C. | 


Merchandising in the movie in- 
dustry is far behind the times, he 
declared, and if the audience for 
American movies of 50 million of 


na today is to be raised to its 80 mil- | sociation also will elect officers | pudnutt. Elyria Chronicle-Tele- | Promote Robert Myers 

nd lion peak, the usual run of ype | Oct. 16. ‘gram. Vic Hughes, East Liverpool! Robert Myers has been named 
Is ous pictures must be replaced with | oy, ae Wy oe hile ye equene |Review, was made vice-president | promotion manager for the Boston 
; productions of higher quality and a ae : . jand Charles A. Spencer, Newark | Herald-Traveler. He was formerly 
én substantial character. ‘Seiler, Wolfe Dissolves | Advocate, secretary. assistant in the promotion depart- 
ay Preselling of pictures is the most J. W. Shaw, director of advertising for | Seiler, Wolfe & Associates, De- ment. 

Ap effective merchandising for movies, Purity Bakeries Service Corporation, who | troit, has dissolved and a new cor- ‘Promotes B. F. Smith 

»D- according to Mr. Wanger’s experi- has joined Henri, Hurst & McDonald, | poration has been formed under the | 

fe ; rs — : P "| Chicago, as a merchandising executive. |name of Ralph L. Wolfe & Asso-| Brooks F. Smith, manager of the MAILING SERVICE 
o. ence, because it serves to arouse = |public relations department of 


audiences before the pictures ap- | Standard Brands Inc., has been ap- | 


ar. Customary big splashes after| _ Questioned about double feature s0inted New England division man- Multigraphing ‘egy Filling-in 
ine 2m have Bo Fs nee are not | Shows, the speaker said they were | Wadsworth to “Day” fang He had been _ Addressing—Mimeographing 


in charge of 


ts- te i aus |not favored by producers, but ex- | Wilson Wadsworth has joined the | sales training for six years until his | 

uil- ragga pucendinny epenntord hibitors claim they are a definite Chicago staff of Women’s Day under |appointment as public relations | 0 HE LETTER SHOP, Inc. 
Ys revealed, showed that the average stimulus to their business. A way | John L. Campbell. |manager earlier this year. CHICAGO 

fe- motion picture is not known by the | °Ut, Mr. Wanger suggested, would 

uly public because the advertising is >& for producers to make better 

lity not effective. Other surveys have pictures and of such length that 

ne shown that trade definitely follows | 40uble features would be imprac- | 


the movies, especially in items such | ticable. 
as motor cars, house furnishings, 


clothing, hair dress, and others. Johnson Heads ATAA 


E. G. Johnson of J. M. Bundscho, 
Inc., Chicago, has been elected 
president of the Advertising Typog- 
raphers Association of America. 

DEFENSE } heard officers are: Ist vice-presi- 

wes : im e ent, H. H. Blinkmann of Bohme & 
orders have closed the Blinkmann, Cleveland; 2nd_ vice- 
hr eel i ge president, A. J. Meyer of John C. 
ao SS a Meyer & Son, Philadelphia; 3rd 
the Purchasing Executive is vice-president, William Carnall of 
now more important than ever Los Angeles; treasurer, P. J. Frost 
before! Be sure you reach of Frost Brothers, New York, and 
him! Add PURCHASING to executive secretary, Albert Abra- 
your schedule. Conover- hams, New York Employing Print- 

Mast Corporation. ers Association. 


NIFTY- ihe . NEWs, 
LOOKING 7 . 


MODEL 
EH, FELLOWS? 


doors of many plants to 


N. Y., 205 E. 42nd St. 


Chicago, 333 N. Mich. Ave. Moves to Chicago 


Vy develand, Leader Bidg. | American Fruit Growers and its 
> g |sales organization, American Na- 


tional Co-op Exchange, will move 


|the advertising department to 1425 
S. Racine avenue, Chicago, Oct. 1 
with R. D. Messinger as advertising 


manager. The general office will 
move to Los Angeles at the same 
time. 


To “Congratulations” 

Alfred S. Moss has resigned as 
director of advertising and _ sales 
promotion for Hygrade Food Prod- 
ucts Corporation, New York, to 
become Eastern advertising man- 
|ager of Congratulations. 


Yes, And | Want 
to Stay This Way 


When You Put Me 
in Circulation! 


MODEL: “Sure, | take a good photograph . . . and | don’t want it ruined 
by poor printing.” 


AD MAN: —| Don't worry, lady. You'll look like a million. We're putting 
this broadside on Hammermill Offset!” 


OOD PRINTING —that’s what it takes to dimensional depth. Colors are brilliant, sparkling, 
make a broadside click. For with dull, flat in perfect register. Small type is sharp, readable. 
printing the slickest copy and the finest artwork And the finishes are alike on both sides. You can 


. » You'll find it a 
satisfying number 


lose their punch. print economically, work-and-turn, without ob- 
because it opens That’s why so many ad men print their direct jectionable “‘show-through.” 
the quick and sure mail work on Hammermill Offset. This paper in- WANT SOME NEW DIRECT MAIL IDEAS? 
way to the com- sures brilliant, lifelike reproduction because it Send for the new collection of commercial specimens on 
keeps the printing inks where they belong—on Hammermill Offset: Top-notch direct mail jobs pro- 
plete and econom- the surface of the sheet duced for different advertisers . . . folders, magazine in- 
: : . serts, catalogs, covers and pages, broadsides. . . 1-color, 
ical handling of ; 
> . Write or Phone for Jobs on Hammermill Offset have snap and 2-color, 4-color work ... unusual treatments in layout 


one of our Representatives your production character. Halftones take on an unusual third and design. It's a warehouse of useful new ideas. 


—Let us show you samples of work requirements. 


we are doing for successful institutions. an ry cod { ee aa eR a en a 
: || HAMMERMILL | gd, Se“ 
FAITHORN CORPORATION = =6@&aa, | fe, 
Ad-Setters - Engravers - Printers & | O F F S E T mill Offset. bie 
504 Sherman St., Chicago * Wab. 7820 PRINTING | i Name 
BY THE MAKERS OF HAMMERMILL BOND io 7 


(Attach coupon to, or write on, company letterhead) 
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Moulton Sees No |: 


Need for Price 
Inflation Move 


Pittsburgh, Pa., Sept. 25—“It is 
my considered judgment that there 
is no economic necessity for price 
inflation in connection with the 
present emergency defense pro- 
gram. If it occurs, it will be be- 
cause of a lack of adequate under- 
standing of the sources of price 
disturbance or the adoption of un- 
wise administrative procedure 
rather than because of any inher- 
ent economic impossibility.” 

So declared Dr. Harold G. Moul- 
ton, president of Brookings Institu- 
tion, Washington, D. C., in an 
address last night at the 10th anni- 
versary dinner of the Falk Founda- 
tion. He added that the present 
defense program need not be accom- 
panied by an increase in prices be- 
cause it was launched at a time 
when industry was running at less 
than capacity, and the unused ca- 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place) 
Chicago, Illinois 
Delaware 3244 


pacity should be sufficient to meet 
the additional demand for produc- 
tion. 

To prevent the usual spiral of 
rising prices—rising costs—rising 
prices, etc., he recommended that 
the Army and Navy should not be 
given blank checks with which to 
|compete against each other on a 
price basis for limited supplies of 
|materials; that the principle that 
| prices should be allowed to rise to 
whatever height is necessary to call 
forth additional output from high- 
price producers should not be 
adopted; that wage rates should 
not be increased except where nec- 
essary in the interests of health 
and efficiency; and that “the war 
should be financed just as far as 
possible without resort to credit 
expansion.” 


Mennen Names Miller 


John H. Miller, for the past eight 
years with Cecil & Presbrey, and 
Frank Presbrey Company, New 
York agencies, has been appointed 


advertising and sales promotion 
manager of Mennen Company, 
Newark. He succeeds John Alden, 


who was recently named advertising 
manager of Norwich Pharmacal 
Company, Norwich, N. Y. 


Morrill Issues Book 


Geo. H. Morrill Company, di- 
vision of General Printing Ink Cor- 
poration, New York, has _ issued 
“Half-Tone Blacks and _ Process 
Colors,” designed so that practical 
comparisons can be made. The new 
book is the 11th in a series on spe- 
cialized inks that Morrill has issued 
this year. 


Braucher Quits 
Post with WOR 

Frank Braucher has resigned as 
a director and vice-president in 
charge of sales, Station WOR, New- 
ark, effective Nov. 1. 

Mr. Braucher joined WOR in 1937 
after many years with Crowell Pub- 
lishing Company. 


“Tribune” to O&0 


The Minneapolis Tribune has 
— its national representation 
|with O’Mara & Ormsbee, effective 
| immediately. 


SEVEN 


PUT ON YOUR 


LEAGUE BOOTS 


HURRY wro tus WHITE HOT 


NATIONAL 


Mark ROCK 


* 


300,000 


Above Average 
AMERICANS 


in this trading 
area are waiting 


TO BUY 
YOUR 
ADVERTISED 
GOODS 


* 


American 
tunity. 


U.S.HLA. 


600 new dw 


by Jan. Ist 


in August— 


DEFENSE MARKET 


ISLAND-MOLINE as “Preferred” 


on all your national linage schedules. No other 
market 


offers you a greater oppor- 


assisting in immediate erection of 


elling units in addition to 226 new 


homes built here during first six months ® 


Quad-City industrial payrolls reached 25,558 


20°% above August 1939 ® Arsenal 


speeds up with 6.215 now employed (8,000 


)-24 hour operation--two years 


work now on hand ® Retail sales are up 14% 


over year ago 


Car sales increasing at an 


impressive rate. 


Complete Current Information on Request 


NATIONAL REPRESENTATIVES 
The ALLEN-KLAPP-FRAZIER CO. 


MOLINE 
DISPATCH 


A MEMBER OF 
ILLINOIS DAILY NEWSPAPER MARKETS 


ROCK ISLAND 


ARGU 


| 
| 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, 


Inc.) 
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% Gain % Gain 
38-Week 38-Week 38-Week or Loss” or Loss 
Period Period Period 1940 1940 Week Week % Gein 
Ended Ended Snded over over Ended Ended or 
Sept. 24, 1938 Sept. 23,1939 Sept. 21, 1940 1938 1939 Sept. 23, 1939 Sept. 21, 1940 Lo-s 
ask cu aaeae 8,657,348 | 7,061,808 6,881,091 — -20.5 —2.6 ~ 187,327 207,305 +10.7 
[Sy Serr 6,068,509 5,873,792 5,551,455 —8.5 —8.5 159,075 151,905 —i5 
uAtlanta, Ga. .... 11,033,168 12,516,896 10,961,111 ).7 -12.4 423,486 434,434 +26 
Baltimore, Md. ....... 15,347,010 15,479,872 15,866,685 + 3.4 + 2.5 453,073 519,529 +14.7 
Birmingham, Ala. ..... 9,000,236 9,395,040 10,134,778 + 12.6 + 7.9 257,478 299,222 +14.2 
*Boston, Mass. ...... . 138,370,401 13,339,757 12,737,334 - ~4.7 —4.5 446,803 451,387 + io 
Bridgeport, Conn, 6,382,012 6,968,814 7,295,376 + 14.3 + 4.7 178,612 240,240 + 34.5 
*Buffalo, N. Y.... 11,224,430 11,107,070 10,630,325 5.3 —4.3 290,537 344,492 + 15.6 
Camden, N. J... 2,689,480 3,015,448 3,839,460 + 42.8 + 27.3 116,074 131,018 +129 
Cedar Rapids, Ia 3,444,854 3,603,934 3,409,597 —1.0 5.4 99,904 101,164 +1.3 
Charleston, W. Va.. 6,735,070 7,304,241 7,270,712 + 8.0 0.5 ~ 199,038 245,266 + 23.2 
‘Chicago, Ill. ..... 22,050,682 20,818,153 20,228,059 8.3 2.8 581,415 669,812 + 15.2 
Cincinnati, O. 10,841,567 11,062,320 11,690,694 +7.8 +-5.7 355,063 368,068 + 3.7 
Cleveland, O. 10,500,682 12,711,460 13,211,289 + 25.8 +3.9 313,441 444,143 + 41.7 
Columbus, O. 8,794,848 9,435,657 9,445,207 +7.4 +0.1 266,123 274,183 + 3.0 
re, BOs waved eeane 14,754,935 14,862,717 14,451,019 —2.1 —2.8 ~ 428,137 453,044 +58 
Davenport, la 6,755,381 6,660,998 6,752,662 ~0.1 +1.4 168,406 192,528 +14.3 
Dayton, O. 9,091,286 9,847,606 10,023,636 + 10.3 +-1.8 270,886 334,796 23.6 
Denver, Colo. 6,236,122 6,506,675 6,119,308 —1.9 —6§.0 188,051 179,060 1.8 
Des Moines, la 4,602,566 4,563,538 4,770,633 + 3.7 + 4.5 137,431 142,560 7 
ONT SS rrr 14,164,026 4,866,061 _ + 18.5 +5.0 469,475 502,024 6.9 
Mi Paso, TO.......0- 7,486,189 7,597,826 +5.8 +1.5 186,837 186,340 0.3 
Erie, Pa. ie 6,855,324 6,656,734 +5.0 —2.9 169,904 181,426 + 6.8 
Evansville, Ind. 8,625,302 8,420,340 8,686,873 +-0.7 +3.2 218,274 287,672 31.8 
Fall River, Mass..... 2,232,933 2,435,087 2,487,416 + 11.4 + 2.1 74,968 80,004 + 6.7 
Flint, Mich. ..... 5,009,158 5,816,824 6,388,200 127.5 +98 166,586 195,664 $17.5 
Fort Wayne, Ind...... 7,630,007 7,595,066 7,874,560 3.2 +-3.7 215,292 230,713 7.9 
a, Ee ee . 4,032,600 4,276,708 4,599,964 + 14.1 + 7.6 125,532 128,310 + 2.2 
Grand Rapids, Mich.... 6,425,922 6,192,280 6,467,678 + 0.6 + 4.4 191,898 220.612 + 15.0 
Greenville, B. C....ccece 4,631,953 4,763,561 5,250,044 +13.3 + 10.2 190,582 147,000 22.9 
Peouston, Tek. 2.66.00 11,874,290 12,394,924 13,596,014 + 14.5 +9.7 335,380 377,776 + 12.6 
Huntington, W. Va 5,126,052 5,633,233 5,924,607 + 15.6 +5.2 154,460 196,665 + 27.3 
Indianapolis, Ind 11,230,920 11,791,946 12,718,337 +13.2 + 7.9 327,628 374,416 +14.3 
Jacksonville, Fla. 6,115,658 6,596,058 6,944,994 + 13.6 + 5.3 72,508 174,314 + 1.0 
deraey City, N. J...0:s 1,471,857 1,503,409 1,531,706 + 4.1 +1.9 38,036 50,328 +323 
Kansas City, Kan...... 1,968,491 1,909,575 2,180,283 +10.8 +14.2  ©«59,584 66,857 12.2 
Knoxville, Tenn. 7,197,035 7,661,911 7,565,908 + 5.1 1.3 205,016 213,696 + 4.2 
Little Rock, Ark... : 6,720,478 6,611,039 6,914,054 2.9 + 4.6 154,560 231,560 $9.8 
Los Angeles, Cal..... 16,837,694 17,821,653 17,565,197 + 4.3 —1.4 360,642 469,945 30.3 
Louisville, Ky 9,991,033 10,292,003 10,464,775 + 4.7 +1.7 274,751 306,892 +11.7 
Lynn, Mass, .... 5,635,084 6,024,804 6,481,416 +15.0 + 7.6 ~ 158,900 ~ 245,788 + 54.7 
Manchester, N. H... 2,630,565 3,340,365 3,161,599 + 20.2 5.4 72,318 79,870 + 10.4 
Memphis, Tenn. 8,066,338 8,582,042 9,320,010 +15.5 + 8.6 250,334 284,746 13.7 
Miami, Fla. Te 9,463,986 9,451,160 10,243,249 +8.2 +8.4 220,458 234,962 + 6.6 
‘Milwaukee, Wis 10,664,675 10,127,767 11,100,528 + 4.1 + 9.6 300,014 397,928 + 32.6 
“Minneapolis, Minn. .. 9,558,414 9,818,071 8,903,920 6.8 9.3 303,324 296,312 2.3 
Nassau County, L. I... 1,741,533 1,862,672 1,689,736 —3.0 —9.3 63,717 53,120 16.6 
New Bedford, Mass.. 2,242,464 2,245,572 2,506,532 +11.8 +11.6 63,980 $3,524 0.5 
New Haven, Conn.. 6,493,102 6,609,134 6,901,160 + 6.3 4.4.4 198,324 226,380 14.1 
New Orleans, La..... 13,386,014 13,929,918 14,436,232 +- 7.8 + 3.6 367,578 422,710 + 15.0 
New York, N. Y.... 41,771,240 41,401,974 40,777,641 —2.4 1.5 1,366,054 1,483,751 8.6 
Brooklyn, N. Y.... 3,589,872 2,816,432 2,508,589 30.1 10.9 83,360 86,022 3.2 
Ss Wile oecck ed eed 6,689,228 6,844,040 7,342,678 +98 +-7.3 181,216 215,796 1 
Oakland, Cal. hu keuna 5,267,639 5,610,975 6,323,712 + 20.0 +12.7 171,422 192,138 2.1 
*Oklahoma City, Okla. 8,535,973 6,463,212 5,657,924 —33.7 12.5 150,584 165,984 10.2 
Omaha, Neb. 4,321,791 4,149,979 4,282,378 —$.5 +3.2 ~ 101,234 141,407 9.7 
Peoria, Ill .... 7,308,316 7,673,264 8,389,501 + 14.8 +9.3 228,547 297,318 0 
Philadelphia, Pa. 18,643,107 19,430,962 20,317,184 + 9.0 + 4.6 575,380 658,845 4.5 
Phoenix, Ariz. 5,499,916 5,279,568 5,814,844 +5.7 +10.1 133,602 154,028 15.3 
Pittsburgh, Pa. 15,200,486 14,341,880 14,987,364 —1.4 + 4.5 388,542 422,016 5.8 
Portland, Ore. ........ 8,506,924 9,117,145 8,157,278 -4.1 10.5 256,172 280,952 9.7 
Reading, Pa. ... 6,722,121 7,113,309 7,630,418 + 13.5 +7.3 187,782 237,778 26.6 
Richmond, Va. 8,684,242 9,196,058 9,269,190 + 6.7 +0.8 251,510 272,034 8.2 
Rochester, N. Y 10,457,722 10,778,883 10,982,160 5.0 +1.9 310,848 343,027 10 
Rockford, Ill. ‘ 5,538,351 5,725,818 6,127,758 10.6 + 7.0 161,588 188,510 16.7 
Rock Island, Moline, I}! 6,020,028 5,960,276 6,063,870 + 0.7 +1.7 160,398 ~ 192.962 0 
Sacramento, Cal. 5,735,155 5,950,224 5,844,261 +1.9 -1.8 158,760 185,752 if 
San Antonio, Tex 4,535,122 5,178,154 5,425,984 + 19.6 + 4.8 136,575 175,361 4 
"San Diego, Cal.. 9,214,276 9,347,609 7,865,578 14 15.9 218,428 356,958 i 
Seattle, Wash. 6,549,471 8,132,362 8,482,248 + 29.5 + 4.3 247,660 247,688 
‘South Bend, Ind 5,049,469 3,785,468 3,810,156 24.6 +0.7 101,181 120,869 
‘Spokane, Wash. 4,787,282 4.802.602 4,700,994 1.8 21 143,850 147,392 
St. Louis, Mo 12,619,571 12,838,650 13,049,520 3.4 +-1.6 391,530 411,755 - 
*St. Paul, Minn 8,114, 7,678,244 7,606,715 6.3 —0.9 234,026 251,714 . 
“Syracuse, N Y 5,066.2 5,028,506 5,193,514 +2.5 +3.3 132,258 187,264 11.9 
Tacoma, Wash 4,311,888 4,532,718 4,747,004 +10.1 +-4.7 123,928 136,710 
Tampa, Fla. . 4,272,398 4,787,566 5,585,232 30.7 +16.7 116,648 114,464 4 
Toronto, Ont., Can 12,389,181 11,623,503 13.4 7.7 302,365 292,443 
Troy, N. ¥ 2,907,812 3,131,216 5.0 2.5 82,796 94.066 f 
Tulsa, Okla 6,543,618 6,453,574 4.1 +5.6 194,950 242,998 if 
Washington, D. C 24,403,530 23,926,830 0.2 + 1.8 675,759 828,384 -* 
Youngstown, O 5,194,761 5,459,426 +15.1 + 9.5 166,898 188,640 
Total . 685,103,088 698,908,888 710,166,746 +3.7 4+-1.6 19,747,071 22,446,736 
1 Akron Times-Press discontinued Aug. 28, 1938. 8 Spokane Press discontinued March 18, 1939 
2 Linage of Daily American combined with Record. ® St. Paul Daily News discontinued April 30, 
3 Buffalo Times discontinued Aug. 1, 1939 10 San Diego Sun suspended publication Nov. 25 . 
4 Chicago Herald & Exam. discontinued Aug. 28, 1939 1l Atlanta Georgian and Sunday American ceased | ™!' 
5 Milwaukee News discontinued Jan. 14, 1939 lication Dec. 17, 1939. ; 
6 Oklahoma News discontinued Feb. 24, 1939 12 Linage of Syracuse Journal combined with H . 
7 News-Times discontinued Dec. 28, 1938. 13 Minneapolis Star and Journal merged Aug. ! 
. . . . . 
Adams Joins WWL Yeck Joins Hutchison Rihbany Joins Agency _ 
W. Leon Adams, formerly with E. E. Yeck has joined the sales | Edward H. Rihbany, former) 
|Delta Air Lines of Shreveport, La., | staff of Ewing Hutchison Company,|with Standard Mailing Ma nes 
has been made assistant promo- |Chicago, representing the Exhibitor |Company, Everett, Mass., has ) a 
tional and publicity director of|catalog and magazine in Middle ec 


|WWL, New Orleans. 


| Western territory. 


Newbury Company, Boston, ‘ 
}mail advertising. 
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a | a FEE Se Sara ray pete a ep ae aa ——< 
’ ELECTRICALLY-MINDED MEN AT NIAA retired as editor of the News in| Federal Appoints Fulle 

Vray I. est .) | Aaee. | Frederick W. Fulle, formerly 

v | ieee | vice-president in charge of sales for 

age ] 2 ‘ SAMUEL S. COCHRANE Claude Neon Lights, New York, has 

New Dentrifice «Ps Toledo, Sept. 23.—Samuel_ S. been appointed manager of the New 

U | 


to Bow Oct. 12 


(Continued from Page 1) 


most desirable in its bracket. For 
the tooth brush campaign, Dr. West 
will add Collier’s and the Midwest 
Gravure Group to the Vray list. 


A New Discovery 


The new dentifrice is neither a 
liquid, paste nor powder, but “an 
entirely new discovery combining 
the surging cleansing action of a 
liquid dentifrice with the polishing 
power of a paste or powder,” ac- 
cording to the introductory copy. 
To the support of this implied 
blending of all of the virtues of tra- 
ditional cleansing agents, the com- 
pany will summon the evidence of 
one of the newer instruments of 
science—the electric eye. Picturing 
this device at work, the copy will 
say: 

“In scientifically controlled cases, 
Dr. West’s, with the aid of the elec- 
tric eye, has been able to determine 
the true cleaning power of Vray. 
And in every case, teeth neglected 
or ineffectively cleaned have been 
transformed to a shade at least 25 
per cent brighter after a_ single 
brushing with Dr. West’s Vray.” 

Visual evidence of the potency of 
Vray will be provided initially by 
a color likeness of a smiling bene- 
ficiary of the handiwork of Dr. 
West’s scientists—Miss Shirley Claf- 
fey, of Wilmette, Ill. A six-ounce 
bottle of Vray, described as a four 
months’ supply, is priced at 50 cents. 
The company believes that both re- 
tailers and the public will find econ- 
omy and satisfaction in this balance. 
The usual 50-cent dentifrice con- 
tains a maximum of four ounces, 
it asserts, while a lower price tag 
makes it impossible for the drug- 
gist to operate profitably. In ac- 
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PHOTO-ENGRAVERS 
IN CHICAGO 


Bill Beard, McGraw-Hill Publishing Company; H. E. Merrill, General Electric 

Company, Bridgeport; A. Neher, Century Electric Company, St. Louis; and 

J. H. Williams, Sangamo Electric Company, Springfield, Ill., at National Indus- 
trial Advertisers meeting. 


cordance with trade practice, a 
minimum of 47 cents will be estab- 
lished, so that retailers may adver- 
tise the odd-cent prices believed to 
be essential to a healthy business. 

The introduction of Vray is also 


the public that no dentifrice, how- 
ever effective, can replace the thor- 
ough cleansing of teeth at regular 
intervals by the dentist. Dr. West’s 
advises the reader to see the DDS 
at least twice a year. 


Virtues of Container 


The company, while expressing 
the conviction that Vray will live 
up to every claim made for it, is 
also obviously partial to its graceful 
new container, which is weighted 
at the base to prevent catastrophes 
in the medicine cabinet. One 
spokesman expressed the conviction 
that a modern substitute for the un- 
sightly collapsible tube has long 


ollary being that the user finds it 
difficult to believe that beauty can 
be concealed within such a hideous 
framework and thus fails to brush 


mended. 

In the portfolio for retailers, Dr. 
West’s apparently hit an entirely 
new key in explaining that a color 
spread in the Post costs $27,500. 
This was evidently an experiment, 
but one which proved that what is 
a commonplace to one man is a sen- 
sation to another. Druggists are 
still asking the company how it ex- 
pects to get its money back. 

Dr. West’s has developed a new 
display cabinet which accommodates 
and spotlights its entire dental hy- 
giene line. Either by accident or de- 
sign, space for the old tooth paste 
has been omitted. The new unit 
will be sold for $30, with a mer- 
chandise premium virtually making 
it a gift. 

Position in Field 


In its sales talk to druggists, Dr. 
| West's asserts that it accounted for 
| 34.6 per cent of all tooth brush sales 
made through drug stores during 
the year ended April 30, 1940. Deal- 
ers with a Dr. West’s cabinet sell 
| more than twice as many Dr. West’s 
| brushes and 38 per cent more 
|brushes of all kinds than dealers 
| without them, it adds. 

Trade gossip has it that 
| West’s promotion of the Miracle- 
Tuft, made with Exton, du Pont’s 
bristle-like filament, has been so 
| successful that, though its contract 
| for exclusive use expires shortly, no 
competitor has made overtures to 
the owner of the patent. Since most 
natural bristles come from countries 
dominated by powers unfriendly to 
the United States, this situation may 
| be the harbinger of a patriotic ap- 


| peal by Dr. West’s. J. Walter 
| Thompson Company handles the 
| account. 


‘MSN in Detroit 

Metropolitan Sunday Newspapers 
will open a Detroit office in the New 
| Center bldg., Oct. 1. Harry C. Bald- 
win, who has been with the organi- 
zation in a non-sale capacity, will 
be in charge. He will report to 
| Chicago. 


— A. CAIRNS 


& COMPANY 


ADVER 


TEXTILE 


45 EAST 17th ST. 


Sebi Aire NEW YORK CITY 


accompanied by a memorandum to | 


been needed, the psychological cor- | 


his or her teeth as often as recom- | 


Dr. | 


‘Maxon Mourns 
Loss of McIver, 
Appliance Expert 


New York, Sept. 25—Funeral 
| services will be held here tomorrow 
|\for John Wesley Mclver, account 
}executive of Maxon, Inc., and one 
of the best known advertising men 
in the electrical industry, who died 
yesterday at the age of 46. 

| He entered the agency field in 
1937 when he left an advertising 
/'manager’s post with General Elec- 


\tric Company to join Maxon. He | 
icontinued to serve G-E in the} 
agency as account executive. He 


|had a wide acquaintance in the elec- 
trical field, and was particularly 
known for his merchandising abil- 
ity. 


Before joining G-E, he served as | 


|sales promotion manager of Edison 
Lamp Works, as advertising man- 
ager of RCA’s Radiotron division, 
‘and sales manager of Forbes 
|Lithograph Company. He was a 
native of Sanford, N. C. 


as 


Andrew Coburn, 
Agency Officer, 
Dies in Sleep 


Chicago, Sept. 23.—Andrew 


suddenly early yesterday morning 
}at his home in Evanston. Complain- 
jing of a slight indisposition Satur- 
|day night, Mr. Coburn, who was 53 
years old, retired early. He died 
in his sleep, apparently of a heart 
attack. 

Mr. Coburn spent his entire busi- 
neces career in advertising. At 24 
he was advertising manager of 
Maxwell Motor Company. Later 
|he joined Williams & Cunnyngham, 
|New York, as account executive. He 
Heft this organization in 1931 to join | 
Hays MacFarland & Co., then in its 
infancy. Mr. Coburn handled the 
jaccount of Northwestern Yeast 
Company, Chicago, for several years. 
| A widow and two daughters sur- 
vive. 


J. EDGAR WHITE 

Terre Haute, Ind., Sept. 24.—J. 
|Edgar White, 66, business manager 
of the Terre Haute Star, died today | 
following a short illness. He served 
as auditor for the Star, Muncie, Ind., 
and the Indianapolis Star before | 
joining the Terre Haute Star. 


ADOLPH F. SELLS | 


West Allis, Wis., Sept. 23.— 
Adolph F. Sells, 77, publisher of the 
West Allis Star and president of the 
Sells Printing Company, died Sept. 
20 at his home here. Mr. Sells 
founded the Star in 1916, two years 


|after he had sold out the West Allis 
| Press, which he operated for several | 


years. 
— | 
T. J. CAMPBELL 


Dayton, Tenn., Sept. 23.—T. J. 
Campbell, 76, former editor of the 
Chattanooga News, died here Sept. 
19, following an illness of several 
months. A native of Dayton, Mr. 
Campbell edited the Dayton Herald 
for a number of years, going to the 
Knoxville Sentinel in 1911 and to 
the Chattanooga News in 1917. ad 


Cochrane, 68, pioneer in the Toledo 
glass industry, died in his home 
following a stroke of paralysis. With 
the late Michael Owens, Mr. Coch- 
rane and a small group of business 
men and artisans organized what | 
became the foundation of the 
Owens-Illinois glass enterprise. Mr. 
Cochrane remained active in the 
glass industry until his retirement 
five years ago as vice-president and 
general manager of the Owens Bot- 
tle Company. 


| 


MRS. ETTA G. THOMPSON 
Albion, N. Y., Sept. 23.—Mrs. Etta 
G. Thompson, owner and publisher 
of the Orleans American-News, died 
at her home here today. Both Mrs. 
Thompson and her late husband, 
Gene G. Simpson, had long been 


associated with Rochester and Or- 
leans newspapers. 


Beyea to All-American | 

A. L. Beyea, formerly with Na- | 
tional Export Advertising Service, | 
New York, has joined All-American | 
Newspapers’ Representatives, Inc., | 
New York. He will conduct a spe- | 
| cial promotion for the company’s 
| Puerto Rican publications. 


York office of the Federal Electric 
Company, Chicago. 


Hendryx to Knabb 

James D. Hendryx, who was a 
member of the national advertising 
staff of the Rochester Democrat 
& Chronicle, has been made account 
executive of the Jack Knabb Ad- 
vertising Agency, Rochester. 


Fels Names Roberts 


Fels & Co., Philadelphia, has 
appointed S. E. Roberts, Advertis- 
ing, Philadelphia, to handle promo- 
tion of Fels-Naptha soap and soap 
chips, effective Oct. 1. 


Humphrey Elects Hand 

Herbert T. Hand Jr., has been 
elected to the board of directors of 
H. B. Humphrey Company, Boston 
agency. He has been an account 
executive of the agency for many 
years. 


Boryeni ss tending 
48 Lente Beortere Street Coneage 


NUMBER EIGHTEEN. . 


Co- | 
‘burn, vice-president of Hays Mac- | 


What's in a name? Nothing much? That's where 
|Farland & Co., Chicago agency, died 


you're wrong. We've got 


Macyart. Some of our customers call it third dimen- 
sion or sculptural printing; others just simply pic- 
tures that pop right out at you. But all agree it is a 
sure sales stimulator. The durn thing’s actually got 
us fascinated. ¢ When you really see Macyart, the 
reason becomes obvious. It attracts and holds your 
attention just as it intrigues prospects. But, most 
important, it shows them instantly and surely, with- 
out extensive word description, that hard to show 


sales feature impossible to illustrate intelligently 


until Maecyart. ¢ Call in 


won't cost you a dime. He will bring along some 
Macyart jobs we have produced for others that will 
show you quicker than all the ads we can write how 
you can effectively and inexpensively use this in- 


teresting, unusual Macyart printing in your work. 


TALENT TO ORIGINATE 


. ef a series - MACYART 


% 


AMERICAN 


a printing process named 


one of our idea crew; it 


SKILL TO PRODUCE 
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William Warner 
Succeeds Self 
as NPA Leader 


Skytop, Pa., Sept. 


B. Warner, president, McCall Cor- 


poration, was re-elected president | 


of the National Publishers Associa- 
tion at the organization’s annual 
convention here today. Other of- 
ficers were reelected as follows: 
Walter D. Fuller, Curtis Publish- 
ing Company, and Mason Britton, 
McGraw-Hill Publishing Company, 
vice-presidents; Francis L. Wurz- 
burg, Conde Nast Publications, sec- 
retary; 
Magazines, treasurer. 
were continued in office. 
In recognition of his 
during the past 16 years, 
Lucas, executive 
named executive vice-president. 


25. — William | 


and Arthur S. Moore, Hearst | 
All directors 


‘ | 
services | 
George | 
secretary, was | 


In serious discussion at the NIAA con- 


| vention are Herb Mercready, Magnus 

Chemical Company, Garwood, N. J., 

and Walter H. Gebhart, Henry Disston 
& Sons, Philadelphia. 


Clifford Duffy Moves 

Clifford J. Duffy and Associates 
has moved to new quarters at 125 
E. Wells street, Milwaukee. 


Milwaukee in AFA 


The Milwaukee Advertising Club 


Acencies. Media 
Study Problems 
Posed by Draft 


(Continued from Page 1) 
wherever possible. In some — 
it will be necessary to add new| 
people. 

Meanwhile advertisers and media | 
are also at work surveying the ex- 
tent to which they may be affected. | 
NBC, for example, is awaiting the 
results of a meeting of all RCA 
affiliates for the formulation of a 
|}uniform policy. The NBC person- 
|nel department is gathering statis- 
tics on the number of men in all 
departments who fall within con- 
scription age limits. 


Hotel Names Agency 

The Hotel Warwick, New York, 
has appointed Needham & Groh- 
mann, New York, to direct its ac- 
count. 


Now Morning and Evening 


The Brawley News, Brawley, Cal., 
began publication of both morning 
and evening editions Sept. 17. Be- 
ginning Oct. 1 advertising rates will | 
be increased, national and _ local 


|column vertical on either 


-"American’ and 


“American Home’ 
i Make-up 


(Continued from Page 1) 


the magazine remarks that although 
the new style “may not be quite as 


‘pretty’ as the old way of putting | 


the best things ‘up front’ and the 
rest, with the advertising, in the 
back of the book,” the new dress 
“gives you a continuous magazine 
from cover to cover.” 


Five New Ad Units 


The American Magazine entry 
into the realm of unusual makeup 
provides for acceptance of five new 
types of advertising layout, as fol- 
lows: 

1. “Zigzag Spread’’— one - third 
page horizontal at the top left-hand 
page and one-third page at the 
bottom of the facing right-hand 
page, connected by two-thirds of a 
side of 


the gutter. The spread may also 


has become affiliated with the Ad-|rates being increased seven cents | be reversed from bottom left to top 


| vertising Federation of America. 


'an inch. 


Houston's growth is 2nd in the Nation 


Chronicle's 
Increase in 
Daily City 
Circulation 
Since 1930 


Houston's 
Increase in 
Population 
Since 1930 
Was 32% 


| 


but The Houston Chronicle 


is growing faster than Houston! 


(umn at the gutter. 
used in both cases is 1 1/9 pages. 


right. Another variation is the use 


_of the two horizontal units on a 
| single page, connected by one col- 


Total space 


2. “Animated Spread’ — On two 
facing pages the advertisement 
covers the top one-third of one page 
and the bottom one-third of the 
other, while inserted between the 
pages is a vertical half-page with 
copy on both sides. 
provides the action to demonstrate 
an operation when turned by the 
reader. Total space used is 1 2/3 


| pages. 


32%, according to the preliminary reports on 
the 1940 Census, making Houston’s growth 
second in the Nation, among large cities. | 


C32: 1930, Houston's population has increased 


But The Houston Chronicle has grown 
even faster than Houston in the past decade! The 
Houston Chronicle’s 62% increase in daily city 
circulation is almost double Houston’s 32% in- 


crease in population. 


And The Houston Chron- 


icle’s increase in daily city circulation in the past 
ten years is greater than the combined increase 


of the other two Houston 


newspopers. 


The Houston Chronicle ALONE is all you 


need to sell Houston. 


* * 


* 


Population Increase or Decrease for the 


Renk in % ©, Increase 
Increase or Decrease 
or Decrease 

1 Washington 36 

2 HOUSTON 32 

3 Denver 10 

4 Indianapolis 7 

5 New Orleans 7 

6 New York 6 

7 Baltimore 6 

8 Minneapolis > 

9 Detroit 3 
10 Kansas City (Mo) 3 
11 Louisville 3 
12 Milwaukee 2 
13 Cleveland 2 
14 Buffalo 03 
15 Seattle 03 
16 Cincinnati 0.3 
17 Chicago 0.2 
18 Pittsburgh 0.6 
19 San Francisco 0.7 
20 =Philadelphia 08 
21 St. Louis 0.9 
22 Boston 1 
23 Rochester 1 
24 Newark 3 
25. ~Los Angeles 17 


Nation's 25 Largest Cities 


1930 = 1940 
486,889 663,153 
292,352 386,150 
287,861 318,415 
364,161 386,170 
458,762 492,282 

6,930,446 7,380,259 
804,874 854,144 
464,351 489,976 

1,568,662 1,619,549 
399,746 400,175 
307,745 318,713 
578,249 589,558 
878,385 900,429 
573.076 575,150 
365,583 366,847 
451,160 452,852 

3,376,438 3,384,556 

669.817 665,384 

634.394 629,553 
1,950,961 1,935 086 

821901 813,748 

781,188 769,520 

328,132 324,694 

442,337 428 236 
1,496,792 1,238,048 


(Cities in italics have decreased in population.) 


THE HOUSTON CHRONICLE 


Largest Daily Newspaper in Texas---Morning or Evening 


R. W. McCarthy 


National Advertising Manager 


The Branham Company 


National Representatives 


Other New Units 


3. “Strip Spread” — designed for 
“progressive action copy,” consists 
of quarter-pages run_ horizontally 
across the magazine at the top and 


This half-page | 


bottom of each of two facing pages 
A bleed is suggested across the gut. 
ter and to the margin. 

4. “Horizontal Page”’—two hori- 
zontal half-pages run across the 
bottom half of facing pages. Top 
half of the spread is editorial. Bleeq 
'to the bottom and side margins 

5. “Book- Mark Cover” — the 
third cover is extended a half-page 
|/wider and folded in as a flap. On 
the outside of the flap is prinieq 
ithe magazine’s table of contents 
When unfolded it will form part of 
the third-cover advertisement, | !, 
| pages in width. This flap will serve 
as a book-mark for the reader 

Various color and printing spevi- 
| fications govern the use of the ;d- 
vertising units described. 


Appoints Simmonds 

Simmonds & Simmonds, Inc., C \j- 
cago, has been appointed to hani(le 
the advertising for Standard-Tilton 
Milling Company, Alton, IIl., for 
‘their Royal Patent and Ameri: in 
| Beauty flour. Radio and newspapers 
are to be used. 


Atlas Names Williams 

Atlas Distributing Corporation, 
Worcester, Mass., distributor of Bac- 
chus California wines, has iap- 
| calmed Otis Carl Williams, Inc, 
| Worcester, to handle its advertis- 
jing. Posters and displays will be 
| used. 


‘Hohmann to “True Story” 


Richard P. Hohmann, formerly 
Western manager of Photoplay in 
Chicago, has been shifted to the 
Chicago sales staff of True Story 
following merger of Photoplay with 
| Movie Mirror as a member of Mac- 
fadden’s Women’s Group. 


QUALITY REPRODUCTIONS 
[ FOLDERS * BOOKLETS 
CATALOGS 


500—(8'/,"x1 1") copies — $2.63 
Additional 100's — 22¢ 
Quantity Runs Lower 
SS In Met. N. Y. ask for representative 


SS 
a LAUREL 222320" 


WAlker 55-0526 


SIR WALTER 
goes to the Races. 


/ 


New York’s newest electric Broadway spectacle — 
RALEIGH CIGARETTES—by Maxwell, features: 


the human-interest element of chance in the uncertainty 


of which horse will win each race 


a time panel that gives the time of the next race as wel! 


as the correct time 


Sir Walter starting the 


with his waving flag 


new multiple color light 


“RALEIGH” in the same 


races and announcing the winner- 


effects that flash the word 


color as the color of the win 


ning horse, and a later flash of all the colors, giving 


marvelous rainbow harmony impression 


size, 75x 110 feet, one of 
Times Square. 


the world’s largest, located at 


“The Crossroads of the World.” 


The unique idea—the design—the manufacture—the 
erection—the maintenance—a// by 


also Branches: 


ee 


‘The R.C Maxwell Co. Trenton NJ. 


New York—Atlantic City 
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| PHOTOGRAPHIC 
| REVIEW OF 


TAKES MENNEN POST 


le 

mn 

or 

in John H. Miller, who has been named 

rs advertising and sales promotion manager 

of the Mennen Company. 

a, GOES TO GLASS 

C- . 

p- 7 

C., 

be 

ly Agency members of the Continental Agency Network gathered for an informal 

in discussion of problems in Chicago this month. Left to right are Ben Leedom, 

he LaPorte & Austin, New York; F. A. Hughes, F. A. Hughes Company, Rochester; 

mn David B. Arndt, John Falkner Arndt & Co., Philadelphia; and N. L. Telander, 

] j . 

ith Scott-Telander, Milwaukee. 

iC- 

NS 

5 
Hunter Packing Company, East St. Louis, 

} Ill., has carved a new niche for itself 
in the dog food field by packaging its 

. product in glass. New and old packages 

rr are shown here. 


DIRECT COLOR PHOTOGRAPHY FOR CUTICURA 
miner 


(uticura 


Soap - Cintment -Taleum 


Direct color photography adds realism to this three-piece window display pro- 
duced for Potter Drug & Chemical Corporation by Forbes Lithograph Company. 


COPYWRITERS GET TRAINING WHILE WORKING 


Armstrong Cork Company has inaugurated a training course in copywriting for 
Here advertising manager John P. Young explains a few fine points to 
Frank H. Titlow and Charles C. Taylor. 


new men. 


NEW NIAA OFFICERS AND DIRECTORS HOLD FIRST SESSION 
jhe Wiiba 


> 


This Continental Agency Network group includes N. D. Buehling, Fensholt Com- 

pany, Chicago; Hal Clark, Dan B. Miner Company, Los Angeles; F. T. Weeks, 

Brewer-Weeks Company, San Francisco; R. J. Potts, R. J. Potts & Co., Kansas 
City; and E. S. Horton, Horton-Noyes Company, Providence. 


Richard P. Dodds, advertising manager, Truscon Steel Company, Youngstown, O., newly elected president of the National 
Industrial Advertisers Association, gets down to business immediately after his election last week at the Detroit con- 
ference. Ready for the first executive session here are, left to right, vice-presidents E. J. Goes, Koehring Corporation, 
Milwaukee; Terry Mitchell, Frick Company, Waynesboro, Pa.; Herb Morcready, Magnus Chemical Company, Garwood, 
N. J.; retiring president Charles McDonough, Combustion Engineering Company, New York; Mr. Dodds; Mildred R. Web- 
ster, national headquarters secretary; E. C. Howell, Carboloy Company, Detroit, secretary-treasurer; and W. D. Murphy, 
Sloan Valve Company, Chicago, vice-president. Two other vice-presidents absent when this photograph was taken are 
L. J. Ott, Ohio Brass Company, Mansfield, O., and R. T. Reinhardt, California Corrugated Culvert Co., Berkeley, Cal. 


In this group of Continental members are F. D. Ewing, Fensholt Company, Chi- 

cago; E. H. Swanson, Scott-Telander, Milwaukee; John G. Petrik, John Falkner 

Arndt & Co.; M. A. Lemkuhl, Scott-Telander; and H. R. Elliott, Anfenger Adver- 
tising Agency, St. Louis. 


— ~~ 


the 


=. 
In this group at a National Industrial Advertisers Association luncheon in Detroit are, clockwise, starting at left center, 
R. C. Helbig, Greenfield Tap & Die Corporation; E. V. Creagh, American Chain & Cable Company; D. M. Davidson, 
Fafnir Bearing Company; G. M. Fletcher, Stanley Works; H. E. Merrill, General Electric Company; T. V. Busk, Farrell- 
Birmingham Company; K. R. Sutherland, Sutherland-Abbott; E. N. Bidwell, Whitney Chain & Mfg. Company; G. P. Loner- 
gan, The Bristol Company; C. H. Winslow, Cuno Engineering Corporation; and F. C. Noyes, Horton-Noyes Company. 


‘ery happy about the whole thing is this foursome of agency executives: Frank 
Houston, R. J. Potts & Co.; John F. Arndt, John Falkner Arndt & Co.; Enno 
Winius, Anfenger Advertising Agency; and A. H. Fensholt, The Fensholt Company. 
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ADVERTISING AGE ee 30, 1949 


Retailers of 


DALLAS 
Check...... 


secalorl 
Fall 


Business 


Responding to a confidential inquiry from the East, five outstanding Dallas 
business institutions expressed their opinions upon fall business as follows: 


oor air yood 
The News’ Leading DEPARTMENT STORE Advertiser ; es : - : Uv 
The News’ Leading MEN’S WEAR STORE Advertiser Mak S9HO Ss a 
The News’ Leading WOMEN’S WEAR STORE Advertiser vee see os uw 
The News’ Leading GROCERY CHAIN Advertiser oa — 
The News’ Leading DRUG CHAIN Advertiser eet ra 
. howe. Susiness wo 


Here Are a Few of the Reasons: 


Population Growth A $7,000,000 Airplane Plant 


The 1940 census gives “greater” Dallas a population The new airplane manufacturing plant of North Amer- 

increase of over 25 per cent; the Dallas market area ican Aviation, Inc., is now under way. The largest 

as a whole, 8.8%, or 124,000. industrial project in Dallas history, it will provide 
12,000 new jobs. 


Agriculture and Chemurgy Along the Path of Progress 


Cotton and nearly all other crops are excellent this In the Red River Valley 
year, while “Chemurgy” (the adaptation of various 
farm products to industrial uses) is steadily increasing 
rural income. Good market prices, plus government 
payments are further assurances of good income. 


, 60 miles north of Dallas, a 
gigantic dam is in the making. . . . Two major military 
aviation training schools have been assigned to this 
locality ... also a U. S. Naval Reserve Aviation Base 
(one of 16 in America) to train 1200 student flyers a 
year ... the Dallas market area continues to be the 


New Industries greatest oil producing area in America... It’s the rich- 

est farming region of the Southwest, the best populated 

620 new industries in six months set a record for Dallas and best developed section of Texas ... 10.4% of 

and reveal a trend of major importance to those who Dallas’ population makes income tax returns, said to be 
analyze markets for sales. a national record. 


Sell the readers of The News ..... 
and you have sold the Dallas Market 


THE DALLAS MORNING NEws 


John B. Woodward, Inc., Representatives Member: Basic Newspaper Group, Inc 


Affiliates: The Semi-Weekly Farm News :: The Texas Almanac :: Radio Stations WFAA (50,000 watts) © KGKO (5,000 watts 
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